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. pepe of youngsters are trooping into 


DON Keds dealers’ stores daily for these free 


BUDGE Official Keds Sports Department Bulletins. 
Our new Bulletin for Summer distribution is 
BADMINTON now coming off the press. It is devoted to a 
BY variety of Summer sports activities. In addition 

J. FRANK ; 
% matt to requests from the boys and girls, coaches 
. and physical education directors have expressed 
and articles on their enthusiasm for this plan. 

SWIMMING CAMPING As one dealer said in writing to Frank Leahy, 
GAMES famous Coach and Director of the Keds Sports 





Department—“...my store is absolutely 


swamped with boys coming in asking for them.” 


UNITED STATES RUBBER COMPANY 








Customers who want their chic— 
and comfort, too... will find shoes 
of Tandrite Calf a long-term 
investment in good walking and 
good looks. 


Tandrite’s colors? They’re fetch- 
ing! Tandrite’s finish ? It’s flatter- — tie 
Y 


. . > . 

ing! Tandrite’s beauty ? Enduring ! Blue Ribbon Shoemakers 

s St. Louis, Mo. 
And Tandrite’s appeal? Smart (Wivision of Brown Shoe Co.) 
. ee *” Tearf- 
shops everywhere report, “Profit Sieh ene 0 Tet 
° 1148 1. Stock No. 8796. I ock. 
producing !” Also carried in Hubschman’s black 
ealf, stock No. 7796; #553 brown 
calf, stock No. 8797; #972 Town 

Brown calf, stock No. 8798. 


e. hubsechman & sons, ine.. Philadelphia, pa. 
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og HE good sailor plays safe! He rides 
out the storm with an anchor to wind- 
ward... secure in the knowledge that in 
the strength of the anchor lies his hope 
in the future. 

Today it is much the same with the 
Vitality dealer! 

He depends in these troubled times 
upon the confidence of his customers in 
the brand of shoes he features. He realizes, 
too, that markets are changing . . . that 


HELP UNCLE SAM! 4, 
Buy United States 
War Bonds and 
Stamps 
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An Anchor to Windward! 


as industry continues to win the battle 
of production, defense workers flock to 
new trading areas. And as he capitalizes 
on this vast new market, he appreciates, 
as never before, the value of a good 
brand name. 


For the long pull ahead, the Vitality 
dealer depends upon Vitality’s reputation 
for outstanding style, comfort, and oalue. 
This is his anchor to windward. It -will 


help him ride out the storm! 
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VITAPOISE 
Feature Shoes for Children 
Priced according to size 
$3.50 and up 


WOMEN'S CHILDREN’S 
AAAAA to EEE Complete widths and sizes 
Sizes 2 to 11 Priced according to size 


VITALITY OPEN ROAD SHOES 
$2.50 to $5.50 


VITALITY SHOE COMPANY — Division of International Shoe Co. — ST. LOUIS, MO. 
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MORE FREQUENT GRINDING 
MAKES EDGE CUTTERS 


LAST LONGER 


Sounds impossible but it’s true. A quick “touchup” grinding the 
moment edge trimming cutters begin to pull, plus care in 
grinding will make cutters last longer. 


Here are six suggestions that will help you get 
more service from Forepart and Heel Seat Cutters: 
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The minute a cutter begins to lips may become broken. When 
1 ps may 


get dull, sharpen it. Letting a 
cutter get too dull means a hard- 
er, longer job of grinding. 


Light, even applications to the 
wheel are best. A brief touch- 
up grinding will minimize burn- 
ing which may alter or change 
the temper of the steel and there- 
by cause the cutter to dull faster 
or teeth to wear unevenly. 


Take care to preserve the rake 
of the teeth when resharpen- 
ing dull cutters. 


Protect cutters in use. A tight- 
fitting shield prevents trimming 
residue from working in between 
shield and cutter. Cutters so 
packed may run unevenly and 


Dull cutters take more power—turn out poorer 
work and less production. More time is lost by 
trying to do an extra case with a dull cutter 
than by making short, more frequent stops to 
keep cutters sharp. Start today to make cutters 


last longer. 


TAKE GOOD CARE OF 


These cutter conservation 
suggestions cre published 
to help users get the great- 
er production and longer 
wear so. vital in these criti- 
cal times. 
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fastening cutters on the shaft 
make sure the opposing surfaces 
of shield and cutter are clean. 


Handle cutters with care. Drop- 
ping cutters where they will fall 
against machinery or on the floor 
may chip a lip or edge. The 
cutter may be ruined or requite 
valuable time, labor and loss of 
metal to put it in serviceable 
condition. 


Be sure you get the most out 
of every cutter, Too often cut- 
ters are discarded with two or 
three more days’ work in them. 
With proper care from the very 
beginning, cutter life can be 
extended. 








Keep sherpening wheel 
dressed. Sharpening wheels 
perform better when trued. 
As soon as unevenness ap- 
pears, an Emery Wheel 
Dresser should be used to 
even and renew the flat cous rpyen 


* griti@ing ‘surface. 








WHAT YOU HAVE 
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RESENT government regu- 
lations specify: 
That all rubber heels be made 
of Regenerated_ Rubber. 


This might seem to indicate 
that all rubber heels must, of 
necessity, be pretty much the 
same. 


But such is not the case! 


In the first place, the quality of 
today’s rubber heels depends 
largely on the stocks from 
which they are made — and 
Goodyear Heels are made only 
from high-grade stocks regen- 
erated in Goodyear’s own plant. 


In the second place, Goodyear’s 


skill, experience and research 


ax. craici apnea legions nitaecinaiaodtilatataclinds 4 


FOR DEFENSE WORKERS 


facilities in adapting proved 
methods to meet today’s 
changed conditions assure the 


best possible rubber products 


now obtainable. 


So, the shoes you make can still 
have the added sales appeal of 
heels that bear the greatest 
name in rubber. 


Wingfoot—T.M. The Goodyear 





Goodyear is now making static con- 
ductive rubber heels for men’s and 
women’s shoes. They are used by em- 
ployesin munitions plants and otherwar 
industries to eliminate the danger of ex- 
plosions caused by electric static sparks. 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 


June 6, 1942 
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A Speed flash photography sequence by Gijon 
_. Mili portrays “‘Matched Pairs in Action’. 
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; - _ In the complete “CELASTIC” 
ing solutions -— each with a — line there are seven thick- 
different drying time — al- a nésses of material, graded 
low the manufacturer to . “ a from the light slipper weight 
choose the one whielr best — to the heavy weight used for 
suits his production sched- ; rugged duty fostwear. 

ule. Waste and production yx & 

delays are avoided. 
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ACTIVITY — 


HERITAGE OF YOUTH 


Children are five times more active than 
grown-ups! For such busy growing feet, toe 


protection and toe comfort are essential. 


“CELASTIC”, a solution-softened box toe, 
fulfills these requirements by accurately 
reproducing the shape of the last — by 
fusing together doubler, box toe and lining 
into a durable three-ply structure — and 
by insuring positive freedom from wrin- 
kled toe linings. 


In meeting the demands placed on shoes by 
the super-activity of youth, “CELASTIC” 
box toes provide extra protection with 
firm, resilient sidewalls and extra comfort 


with flexible tip lines and smooth linings. 





UNITED SHOE MACHINERY CORPORATION = 
BOSTON, MASSACHUSETTS 














The Value of Reputation 





For 72 years—in peace and war—B. F. Goodrich 
has been known for the quality of its products 
and for its leadership in the development of 

new features. In the peace to come, this reputation 
of B. F. Goodrich will provide the cornerstone 

on which even more advanced standards of quality 


and construction in rubber footwear will be built. 


The B. F. Goodrich Company 


Footwear Division 
WATERTOWN, MASS. 
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M.N.ARNOLD SHOE CO. 
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FRANK C. RAND, before the Prog. 
ress Club of the International Shoe 
Company, gave a philosophy of 
business worthy of becoming a 
classic in business. “To be a suc- 
cessful business man, one must 
make money out of his business 
and make it honestly; but there are 
many compensations in business 
aside from financial returns. As 


business grows and expands, it 
draws into its fold an increasing 
number of men and women whose 
welfareand happiness are wrapped 
up in its success. It is an active life, 
filled with many and varied human 
contacts in which lasting friend- 
ships are made. It offers to men the 
opportunity to express the best with- 
in themselves. 

“I like to think of business be- 
ing conducted, not .in the atmos- 
phere of sordid selfishness — but 
exalted to the high plane of fair 
dealing in all its contacts. 

“I like to think of business cling- 
ing to ideals that cannot be shaken 
through good times or bad— ideals 
that condemn exploitation or mis- 
representation of any kind and de- 
mand that every act or deed shall 
be based on truth. 
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“These are the returns, the 
compensations that hold men 
to their life work in business 
long after the acquisition of 
wealth has lost its necessity or 
charm. The desire for ac- 
complishment, the appeal of 
friendship, the tion of 
responsibility and the happi- 
ness that comes from meeting 
it—these—all of them, bind us 
together.” 


WAR Bonds and stamps cannot be 
used as bait for bargains. That's 
the verdict of the Treasury Depart- 
ment. 

The Treasury indicated its strong 
disapproval of the use of war bonds 
or stamps as premiums, discounts 
or gifts in connection with the re- 
tail sales of merchandise, particu- 
larly as premiums for coupons or 
trading stamps, in any way calcu- 
lated to accord to a merchant or 
dealer any advantage, real or appar- 
ent, over competitors. 


It was emphasized that the Treas- 
ury’s objections were based on pub- 
lic policy and had nothing to do 
with the legality of the games or 
practices mentioned. 
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RUPPERT THOMAS, of S. M. Bus- 
ford Co., New York, expert in the 
field of marketing says: 

“Salesmen should still sell, but it 
is at their regular work of contact- 
ing their customers that salesmen 
probably are finding their greatest 
war usefulness. In fact, a number 
of sales managers told us that they 
were opposed to bringing salesmen 





into the plant for inside work, un- 
less they were especially qualified 
for such work. ‘Salesmen in an of- 
fice or plant are like lost sheep,’ is 
the way one executive expressed it. 
They are in everybody’s way and in 
a few weeks become thoroughly de- 
moralized—often so much that their 
value as salesmen is utterly de- 
stroyed. They lose all confidence in 
themselves. There is no reason why 
salesmen should be taken off the 
road. There is plenty for them to 
do. Salesmen are a necessity al- 
ways. I don’t think there is ever 
normal business. Salesmen are 
needed whether business is up or 
down, booming or depressed, war 
or peace. They are usually the only 
personal representatives of the 
seller that the buyer ever sees. The 
house, as a rule, only knows its cus- 
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tomers through its salesmen. Sales- 
men are needed today more than 
ever. Of course, it is in this con- 
nection that advertising is being 
used so widely today. With sales- 
men performing innumerable ser- 
vices for their customers or trying 
to be at a dozen places at once or 
being away from their territories 
for long periods, it is up to adver- 
tising as never before to keep cus- 
tomers informed and to interpret 
the policies of the manufacturer.” 


* * ” 


HAROLD F. VOLK, president of 
the National Shoe Retailers Asso- 
ciation, and head of Volk Bros. 
Company in Dallas, Texas, writes: 
“I wish to extend my heartiest 
congratulations to you for the very 
splendid treatment accorded our 
meeting in New York. This publi- 
cation of yours will serve as a sort 
of bible, not only to the shoe indus- 
try but to a good many others who 
are looking to the findings repre- 
sented in this meeting for guidance 
in their own particular problems. 





“I have had a good many re- 
quests already for this issue, so if 
you have half a dozen or so extras 
I would appreciate it very much if 
you would send them to me, and I 
will see that they get in hands 
where they will prove useful. 

“Our industry is certainly for- 
tunate to have a trade publication 
run by men such as yourselves, and 
I want you to know that your con- 
tribution to the welfare of the in- 
dustry is appreciated everywhere. I 
particularly want to compliment 
you upon some of the editorials 
that you have written over recent 


months.” 
. * 7 * 


WARREN R. TATE, who for years 
operated the Opera Garage, in Pom- 
ona, California, selling Cadillacs, 
Pontiacs and LaSalle automobiles, 
has converted his business into a 
Saddle Shop, with special empha- 
sis upon shoes. He now calls it the 
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Forty Plus 


rs 


—Several years ago a small group 
of New York business men were 
called together by Henry Simler, 
president of the American Writ- 
ing Machine Company, to con- 
sider the employment problems 
of men over forty years of age. 

—At that time many business or- 
ganizations were instructing their 
personnel managers to employ no 
men over 40 years of age, and 
throughout the cou hundreds 
of thousands of good, capable, 
“over 40" men were hungry for 
jobs which they were well-quali- 

ed to fill. 

—As a result of that meeting the 
first Forty Plus Club was founded; 
and shortly thereafter similar 
clubs sprang up in many cities 
right across the continent. 

—Recently Mr. Simier issued a bul- 
letin from which | quote the fol- 


lowing: 
“Men Wanted—Up to 98” 


“On April |, The Detroit News published 
a "Wanted — Male Help’ advertisement 
which read: 
Wanted: 


A-| toolmakers, experienced jig 
and fixture inspectors. Age limits, 
45 to 98 years. 

But it was no April Fool Joke. 

“That 98 years,” said Albert F. Koepcke, 
personnel director for the United States 
Naval Ordnance plant of the Hudson 
Motor Car Company, “is no misprint. It 
means what it says. If an A-! “‘toolmaker 
or jig and fixture inspector is still able to 
work or to instruct younger men, we want 
him for war work even if he is 100. We 
don't want men staying away because they 
may think they are too old. 

"If a policy of employing older men for 
all-important war work is sound, certainly 
blanket discriminations against workers 
over 40, or even over 60 or 70, in peace- 
time occupations seem to be unjust if not 
unwise. 


S61 een 


President 











Opera Hitching Post. Believe it or 
not, the entire shop is devoted to 
leather items—everything for the 
horse and rider. 

Tate grew up in the horse and 
buggy business, then followed trans- 
portation into the rubber realm and 


now puts a foot note to this busi- 
ness by adapting himself to shoes 


and leather. 


SIDNEY W. WINSLOW, JR., 
chairman of the board of United 
Shoe Machinery Corporation, in his 
annual report to the stockholders 
says: 

“The outstanding fact of the year 
has been the transition from normal 
peace time activities to war produc- 
tion and to operation upon a war- 
time basis. A substantial part of 
our facilities and resources—man- 
agement, research, production and 
administrative—are now and 
throughout the year have been de- 
voted to developments for and pro- 
duction in the field of national 
armament. Our contribution to such 
developments has been important 
and our production substantial and 
progressively increasing. The 
stockholders have reason to take 
pride in the accomplishments of the 
corporation in this field. 





“At the same time the war effort - 
has not lessened our responsibility 


' to the shoe manufacturing industry, 


which we serve, and because of the’ 
indispensable nature of that indus- 
try we have been able-to continue 
the fulfillment of our functions, con-. 
sistent with war time conditions. 
This two-fold duty has confronted 
us with many difficult and sérious 
problems. 

“The scarcity of certain materials 
and the necessary present and pro- 
jected restrictions upon their use 
have affected and will affect the 
character—if not the volume—of 
shoe production, and will likewise 
affect certain of the items which we 
manufacture. We have, however, 
been able in some instances to pro- 
vide substitutes and in others to 
turn to different methods, and while 
these scarcities and _ restrictions 
have in no small measure added to 
our problems in serving the indus- 
try we are fortunately able to re- 
port that many of such problems 
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have been met or are in process of 
being solved, and that our services 
to the industry, while necessarily 
modified in some respects, have not 
been diminished. We know of no 
instance in which any shoe manu- 
facturer has been obliged to discon- 
tinue operation for lack of equip- 
ment or services.” 
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INVENTORY scare thrown into all 
trade may have served its purpose 
too well. Washington may have very 
skillfully sent up a trial balloon so 
that people who like to be ahead of 
the pack can govern themselves 
accordingly. But Washington has 
got to answer one truism before it 
takes civilian inventory. When 
there are $4.00 in cash for every 
$3.00 in goods we get inflation, with 
or without OPA. War Production 
Chief, Donald Nelson, than whom 
there is none better in the field of 
merchandise economics addressed 
a letter to Lew Hahn, General Man- 
ager of the National Retail Dry 
Goods’ Association and Dr. David 
R. Craig, president of the American 
Retail Federation, as ‘follows: 

“The War Production Board re- 
grets the confusion in the retail 
trade resulting from an unauthor- 
ized publication of a confidential 
first draft of a proposal to limit in- 
ventories of retail and wholesale es- 
tablishments. 

Retailers and wholesalers should 
avoid making panic decisions in an 
effort to anticipate a regulation 
which will not be issued for a num- 
ber of weeks and will not become 
operative for several months there- 
after. They should conduct their 
businesses in a manner which will 
bring their inventories to reason- 
able working minimums in accord- 
ance with Priorities Regulation No. 
1 as rapidly as is consistent with the 
possibility of doing so in an orderly 
business-like fashion. 

It would, be appreciated if you 
would advise the membership of 
your federation to this effect.” 
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“DIM-OUTS” certainly do black 
out sales at night. There’s some- 
thing sober, sombre and sad about 
a thoroughfare subject to the dim- 
out. Around New York there are a 
dozen high spots of night shoe sell- 
ing. The brilliantly lit windows, the 
neon signs glory in the glamor of 
light made these sections of the city 
high rent areas because most of the 
sales to customers were done in the 
hours between 6 and 10 p. m. We 
covered the night shoe front by 
subway and bus to see for ourselves 
the effects of the dim-out. From 
mid-town to the area between 72nd 
and 96th Streets, and Broadway, 
and from there to 125th Street; 
thence to Fordham and to one or 
two bright spots in the Bronx; over 
to Brooklyn, to Pitkin Avenue, and 
then down to the Lower East Side, 
was a tour never-to-be-forgotten, 
because it was not only a dim out 
of light but a dim out of selling. 
The end is not yet in sight. Here 
and there a recalcitrant merchant 
was trying to retain his interior 


neon sign as an advertising come-on 
to customers but invariably the cop 
on the beat doused the light. In 
several stores we saw the porter 
painting the big glass globes black 
on one side to keep the light from 
penetrating to the street. Just a 
mere dim light in the back of the 
window was not enough to show the 
wares but merely to indicate that 
the store was open. We never real- 











ized that light was so important an 
item in the selling of shoes. 

There sure are problems facing 
merchants having high rent loca- 
tions on the night shoe selling cir- 
cuit. In time the public will learn 
to buy by day but between dim-outs 
and black outs the gloom of night 
has descended upon that form of 
retailing that filled the hours of the 


early evening. 
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* Washington Newsreel * 


CONTROL of horsehide fronts which can be made into 
leather suitable for shoes, gloves, leather jackets, wind- 
breakers, and other military garments was taken over 
by WPB on May 25. The “front” is that portion of the 
hide which extends from the neck to the butt or hind 
portion. It consists of about two-thirds of the whole 
hide. 

The action was taken to conserve domestic and im- 
ported supplies of horse, colt, mule, ass and pony hides 
which are suitable for military use. Normally, the 
United States imports about 35 to 40 per cent of such 
hides from South America and Canada. 

The order, M-141, directs that any raw or in-process 
horsehide which in the judgment of a tanner’s most 
qualified expert can be made into leather meeting mili- 
tary specifications must be set aside for such purposes. 
Military specifications include all federal and United 
States Army, Navy and Marine Corps specifications. 

A tanner may not sell or deliver any suitable horse- 
hide leather meeting military specifications, except for 
the account of the Army, Navy, Maritime Commission, 
Panama Canal, Coast and Geodetic Survey, Coast 
Guard, Civil Aeronautics Authority, the National Ad- 
visory Committee for Aeronautics, the Office of Scien- 


tific Research Development, or for lend-lease purposes. 
- * * 


BASEBALL covers are usually made of leather of 
horsehide fronts. The order, however, is not expected 
to affect the production of baseballs. Baseball covers 
may continue to be made from leather of horsehide 
fronts of non-military weight and quality, or may be 
substituted with cattle hide leather. 


o * * 


SHOE manufacturers are permitted to use findings con- 
taining copper if such findings were in stock on March 
31, and if no steel or other non-metallic findings are 
available, according to an amendment to Supplementary 
Conservation Order M-9-c-l1, released May 23 by the 
WPB Director of Industry Operations. 

Many shoe manufacturers have been prevented from 
completing shoes, the leather for which has been cut, 
because of lack of steel findings. Order M-9-c-1 pro- 
hibited use of findings containing copper after March 
1, but in order to permit maximum production of shoes 
for military and civilian uses it is not deemed advisable 
to permit manufacturers to use stocks of brass findings 
that they may have on hand. 


CORRECTIONS in typing and printing and in refer- 
ences to paragraphs have been made by OPA by amend- 
ment to Maximum Price Regulation No. 145—Pickled 
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Sheepskins. The amendment became effective May 23. 
In the phrase “at the applicable maximum price for 
cash,” the slip was in the word cash which should read 
“each.” In Section 1314.15] the word “and” was de- 
leted and “for” was substituted at the end of the sen- 
tence “for or received by the seller and”. The word 
“grades” was inserted in the sentence “market value of 
comparable brands, qualities and types of pickled sheep- 
skins.” The reference to “paragraph (a) of Appendix 
A” in the last sentence of paragraph(b), subparagraph 
(4) was amended to refer to “paragraph (b) of Appen- 
dix A”; and the phrase “subparagraph (2)” and the 
preceding comma, appearing at the end of the proviso 
in paragraph (c) were deleted. 


* - * 


WPB’s Division of Industry Operations has granted 
dealers permission to base calculations on sales during 
the preceding quarter, rather than on the second preced- 
ing quarter, as previously required, in computing 
inventories permissible under Suppliers’ Inventory Lim- 
itation Order L-63. This change was effected by Amend- 
ment No. 3, announced on May 25. It was stated that 
the longer base period is expected to simplify account- 
ing procedure, and to provide a more practicable and 
steady figure. 

A dealer located in the Eastern or Central War-Time 
zones may now carry stocks of the 19 controlled cate- 
gories of merchandise in an amount equal to two- 
thirds of the dollar value of such goods sold by him 
during the three preceding months. Dealers in other 
time zones may maintain inventories equaling the dollar 
value of sales during the full period of the previous 


quarter. 
* * * 


SOLE cutters were told recently by WPB that they must 
distribute their cut and uncut sole leather for civilian 
use so that companies which previously bought smaller 
amounts of sole leather will not be discriminated against 
in favor of companies who bought larger amounts. 
Leather which may be put to civilian use is defined to 
be all grades below No. 1 scratch, not of military weight 
and quality. 





> am > 
SHOES FOR THE AIR CORPS 
Miss Donnie Dunn, of Wilton, Me., was caught by the 
photographer while busy making shoes for United States 
Army Air Corps. G. H. Bass 6 Co., one of the numerous 
shoe manufacturing establishments engaged in the making 
of shoes for the Army and Navy, has produced many of 
the types specially adapted for use in cold climates, like 
Iceland and Alaska. 
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Beaver is a number one fur this Fall. It will be especially 

popular on light neutrals and the greyed blues. Shown here 

on a greenish blue fleece in the small flat looking collar and 
. cuffs favored this year. 


LAST week we gave you the story of fabrics and sil- 
houettes in Fall ready-to-wear. Colors, we pointed out, 
would change after the first orders. There will be 
enough coats, suits and dresses in first orders, however, 
to supply the consumer up to Oct. 1 and there is plenty 
_ of color in these first orders. That is what you must 
think of in planning your first Fall color promotions. 


Early Fall Coat Colors 
Dress Coats. Black is number one in this type. Black 
takes plenty of dye materials, so it may not be so avail- 
able after Oct. 1, but count on black for the leading 
color in first purchases of dressy coats. After black 
in importance for this period are~ light, bright and 
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PLENTY 
OF COLOR 


by ELEANOR RUTLEDGE 


neutral colors. These include soft uniform blues, greyed 
greens, greyed teal shades, bright red and bright green. 

Casual Coats. Note that this is the most important 
coat type in the market. It is the all-purpose coat, easy to 
slip on and off over suits and woolen dresses, as im- 
portant as the same type of shoe. Both are mainstays 
of a woman’s wardrobe in these busy days. Color in 
casual coats includes beiges, camel tones, lovely medium 
tans. All these are smart with beaver and nutria, which 
will be number one furs this Fall. Casual coats will be 
bought in many bright colors as well as in neutrals. 
Red and green will carry over strongly. 


Colors in Dresses 
Colors for dresses in order of importance are as 
follows: Black, brown and the grey and teal blues, not 
much navy. For brighter colors, there are bright reds, 
magenta reds, bright cyclamen, fuchsia, true violets, a 
dull antiqued gold which is almost beige in tone. Lots 
of beige and brown. 
Suits 
This year dress and casual coat manufacturers are 
making suits using the same materials and colors for 
all three types of garments. The suits made by the 
dress houses can be worn as two-piece dresses or as 
suits with blouses. In addition to:the colors listed above 
for casual coats and dresses, grey continues to be good 
for suits. This is not the undyed grey yarn so popular 
this Spring, however, but a dyed grey. 


Contrasting Jackets and Skirts 
There will be a strong promotion of jackets and skirts, 
not matched to each other and capable of combinations 
with different skirts and jackets in a woman’s ward- 
robe. It is the mix, rather than the match, idea. The 
jackets can also be worn over dresses. Shoes and other 
accessories will be in contrasting colors. Brown shoes 
and matching bags are slated to be strong for wear with 
these two-color costumes. Hats and matching gloves 
will probably introduce still another color accent in the 
costume. 
Hat Colors 
Black hats will take a big part of Fall business. The 
25 per cent in bright color will furnish important 
accents. Among these are included magenta, bright 
cyclamen, fuchsia and a dull antiqued gold. 


Gloves 
There is a good color range in gloves. Darker beiges, 
saddle shades, Golden Tobacco and bright green. Ma- 
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For First Fall Selling 


genta, bright cyclamen and fuchsia, featured in dresses 
and hats, will also be important glove promotion colors. 


Appraisal of Shoe Colors 
Number one color for first Fall shoes is black. Fol- 
lowing it are Golden Tobacco and Town Brown, this 
[TURN TO PAGE 30, PLEASE] 


Easy bodice, rounded shoulders, slimmer skirt, saddle 

stitching .. . all these are Fall 1942 style points. Plaids 

will be quieter and offer a good chance for promotion 
of colors in shoes. 
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Most popular Fall color for first dressy coats is 
black. With mink trimming, as shown here, it 
can be worn with both black and brown shoes. 
All three coats are made of Forstmann fabrics. 


There Are Fewer Novelty Weaves in Fall Fabrics 
So Interest Centers More than Ever on Color. 
The Stores Will Have Plenty of Color in Women's 
Coats, Suits and Dresses up to October Ist. 
Don't Listen to Scarcity Scare Talk. There Will 


Be Plenty of Color. Promote Your Shoe Colors 


to Tie Up with the Wide Range of Shades Of- 


fered by the Ready-to-Wear Market. Other 
Accessories Have Been Keyed to Ready-to-Wear 


and Shoes Just as Usual. 
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CELEBRATE 
FREEDOM WEEK 


“WE don’t intend to fight this war to a 
stalemate. We intend to win it. We in- 
tend to end it our own way, on our own 
terms. We're in this thing together, the 
Army and labor and industry, the people 
of America. Together we'll fight it out. 
Together we'll win. When we win that 
last battle, it will be because we have 
organized our soldiers, our supplies and 
our civilians in greater numbers and 
with greater efficiency than our enemies. 
If we win it will be because we have 
achieved discipline on the home front as 
well as on the battle front.” 

Excerpt from recent speech by Lieut. Gen. Som- 
ervell, Commanding General of the Service of 
Supply. General Somervell was recently re- 
ported to have arrived in London, where he is 


thought to be organizing the Service of Supply 
for the second A.E.F. 


FREEDOM WEEK, June 27-July 4, is 
your opportunity to contribute much 
toward the desire on the part of every 
civilian in your community for more and 
more personal contribution in every way 
toward the winning of the war. In the 
first article of the Freedom Week series, 
April 18, we said: “Boot anp SHoE ReE- 
CORDER believes that the great movement 
to crystalize sentiment and galvanize 
Americans everywhere into greater in- 
dividual effort to help win this war should 
enlist the cooperation of the nation’s pa- 
triotic, promotion- minded merchants 
from coast to coast . . . to build up en- 
thusiasnr and encourage intensified war 
effort in every community.” 


WILLING as most of us may be, it’s hard 
to keep up the “grind” day after day 
without some dramatization of what we’re 
doing and what we’re doing it for. “I Am 


an American Day” brought great re- 
sponse and a great uplift. Many other 
commendable efforts are being made. We 
feel that during the week before the 
Fourth, the several days preceding the 
celebration of Independence Day, we can 
well take stock of what we are doing, 
what we can do, and what we ARE DO- 
ING IT FOR—the maintenance of the 
American way of life, and the restoration 
of FREEDOM to the conquered nations 
of the world. 


IN demonstrating the accomplishments 
and opportunities of the “civilian army” 
the community can be stimulated and in- 
spired. Three previous articles—<April 
18, May 2, May 16, have offered many 
ideas for a cooperative program in your 
community. Some of the ideas might be 
used by the individual store, but perhaps 
a brief listing of some cf the things your 
store can do will help. First, of course, 
FREEDOM WEEK window displays, 
done in red, white and blue, to dramatize 
the thought of FREEDOM. Four window 
ideas have appeared in the articles men- 
tioned. If you make your displays en- 
tirely symbolic, without merchandise, you 
can use the American flag. If your dis- 
play includes merchandise (possibly a 
patriotic background for merchandise 
showing) do not use the flag in your 
display. Show it outside of the store in- 
stead. Show it outside of the store, any- 
way. 

For in-store display we suggest draped 
bunting, caught by shields bearing time- 
ly and appropriate slogans and quota- 
tions— [TURN TO PAGE 30, PLEASE] 
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BOOT AND SHOE RECORDER OFFERS 


THREE CASH PRIZES 
for the best 
FREEDOM WEEK WINDOW DISPLAYS 
by Shoe Stores and Departments 
FIRST PRIZE . 
SECOND PRIZE .. $10.00 in Defense Stamps 
THIRD PRIZE -$ 5.00 in Defense Stamps 


Read This Article for Rules of the Contest 


This reminder display for in-store use has a red back panel, with a front panel 
of white outlined in blue, and lettered in red set three inches before the lower 
third. Upward from this panel extends the large blue “V” which in turn sup- 
ports the red edged white strip sign with “Freedom Week” lettered in blue. 
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INVITING ATMOSPHERE 
In New Grand Rapids Store 


GLADSTONE’S is one of Grand Rapids’ newest and 
smartest shoe salons. The store is an outstanding 
mark for the main shopping thoroughfare. It is located 
at 57 Monroe Avenue, N.W., and is owned by Wendell 
H. Gladstone. 

Mr. Gladstone has long been identified with women’s 
shoes in Grand Rapids, having served the local femi- 
nine trade for 20 years in the smartest shoe departments 
in the city, including Herpolsheimer’s and Yager’s 
Bootery. For the last few years, he has operated the 
Arch Relief Shop located at 6 Jefferson Avenue, S.E. 

The new store still carries the Arch Relief line, but 
has branched out to sponsor many high styled lines, in- 
cluding the latest in sport footwear. Grand Rapids’ 
feminine population has but to glance in Gladstone’s 
windows to be fashion-wise. 


THE shop itself stands out as a symbol of beauty in 
business architecture. The exterior is modern and color- 
ful with great eye appeal. It is of carrara structural 
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Interior view of Galdstone’s new shoe store, 57 
Monroe. Ave,, N.W., Grand Rapids, Mich. Paneled 
in prima vera wood, benches and chairs upholstered 
in ashes of roses, deep aqua, grayed yellows and 
mauves. At the end is a tinted mirror, 9 feet high 
and 4 feet wide. Shop has fluorescent lighting. 


glass in wine and ivory, by Pittsburgh Plate Glass Co. 
The name Gladstone’s is done in wine against an ivory 
background. 

Customers enter into a restful, inviting lounge by a 
wide glass door. The interior has been designed for ~ 
beauty and relaxation, not a bad point to remember 
from a psychological standpoint. The thought of tired, 
uncomfortable feet vanishes when one sinks into the 
luxurious rose carpet. In a completely air-conditioned, 
beautiful atmosphere, one can sit back and enjoy the 
prospect of purchasing shoes. 

The interior is done in soft tones in a modern style. 
The walls are of soft green and the Pullman shaped 


ceiling is of ivory. Paneling is of capoma wood. The 
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GLADSTONE'S HAS EARNED FOR ITSELF THE TITLE OF ONE OF THE 


SMARTEST SHOE STORES IN MICHIGAN. 


IT’S A MODERN, UP-TO- 


THE-MINUTE SHOP WHERE CUSTOMERS CAN RELAX IN COMFORT- 


ABLE, RESTFUL SURROUNDINGS. 


lounge has large soft benches and chairs upholstered 
in shades of ashes of roses, deep aqua, grayed yellows 
and mauve. Display cases are recessed above benches, 
thus catching the eye of those being served or waiting. 


CASES are illuminated with fluorescent lighting, and 
six rows of fluorescent lights run the length of the store 


being built in flush with the ceiling. This gives 100 per 
cent light with no glare or shadows present. Windows 
are lighted with fluorescent lights with daylight lamps. 

At the far end of the lounge is a tinted mirror, 9 ft. 
high by 4 ft. wide. It is striking and gives great depth 
to the shop. Every comfort and pleasure of the customer 
has been anticipated by Mr. Gladstone. Smoking equip- 
ment has been built into the wood arm structure of the 
benches and a telephone also has its own nook. 

“Gladstone’s” is a shop unrivalled except in the 
metropolitan areas, and Grand Rapids is fortunate to 
have one of the finest women’s shoe salons in this part 
of the country. 
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PROBABLY the most significant feature of this new 
store from a merchandising and promotional angle is 
the emphasis on merchandise display within the store. 
Most of the newer shoe stores incorporate display cases 
in their scheme of interior equipment, but few have used 
them so extensively or so attractively. Giving customers 
an opportunity to see a variety of the styles carried in 


Exterior of the store is 
finished in a combina- 
tion of wine and iwory 
Carrara glass. The name 
is carried out in the wine 
color against an ivory 
background. Entrance 
doors are of the solid 
plate glass type, permit- 
ting full view of the 
interior. 


stock is one of the best ways of promoting sales. 

Merchants who have done a good job on interior dis- 
play .report that customers frequently return and ask 
for a particular style which they have seen while being 
fitted on a previous visit. Seeing the shoes on a table 
or in a display case makes an impression which may not 
result in an immediate sale but which is carried in the 
customer’s mind until the need arises for the particular 
shoe to which her attention has been attracted. Scientific 
merchandise display is unquestionably one of the most 
important elements in modern retail promotion and 
effective use of the illuminated display case offers one 
of the best ways of accomplishing it. 











The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Caught With the Goods 


War policies override everything else. Rightly so, 


because the preservation of all we have depends upon 
not only winning the war, but winning it before total 
exhaustion of men, material and money. It’s futile to 
look too far ahead until war is won. 

One week can fill your head with the madness of not 
only war, but the consequences of it as affecting busi- 
ness behavior. In the dress business, and in many others 
not affliated with shoes, the week ending the month of 
May was confusion, panic and cancellation. The re- 
action from the May 18 price fixed ceiling law made 
itself felt in doubts and deeds hysterical. What set off 
the dynamite was the premature announcement of the 
Inventory Control by WPB. But that was only the 
spark—the real cause was public reaction to ceiling 
protection of prices. Human nature being what it is, 
the public must have reasoned it out that if prices were 
fixed, what’s the use of buying more than needs. After 
all, it’s no bargain to buy when all pricing is the same, 
and “ain’t we got enough already.” 


CERTAINLY merchants couldn’t expect the paradise of 
customer purchasing power to continue forever—to be 
30 per cent up in January, and in some cases 60 per cent 
over for the first quarter of 1942—it was an artificial 
thing, after all. 

If inflation had continued, retail trade would have 
breezed along because goods were worth more than 
dollars. The check-off came when Leon Henderson by 
war law said goods and dollars are the same in value. 

The greatest experiment in business management was 
made operative May 18. That act freezes the price sit- 


uation, and now cold feet come to the big, bad specu- 


lation wolf. The big wolves sensed the fact that huge 
surplus inventories of all staple wearing apparel might 
in the long run smother their businesses with merchan- 
dise, which day by day aged on the shelves. 

If inflation had continued it could have been growing- 
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dollar values on the shelves in rapid movement toward 
a public that would buy anything and everything re- 
gardless of style, material, color or type. But, when 
the public sensed the protective mantle of war law, it 
paused in its wild spending. 


FORTUNATELY, shoes have been standing outside the 
door of all this turmoil, in the house of wearables. 
Shoes don’t rate as war merchandise—because they 
must be vended at retail the hard way, a pair at a 
time over the fitting stool, no one buys a dozen to hoard. 
So, hold your head up, Shoe Man—the truth will not 
be denied—shoes are Service First and not Speculative. 
When Donald Nelson, WPB, said “retailers and whole- 
salers should avoid making panic decision in an effort 
to anticipate a regulation, which will not be issued for 
a number of weeks, and will not become operative for 
several months thereafter,” he locked the door after 
the wild horses of cancellation had escaped. But, now 
comes the testing—will the greedy wolves reconsider, 
reinstate and reform? Is a contract a CONTRACT, or 
a one-way license? Well, that’s outside the field of 
shoes—but it has a bearing on_retailing, because if a 
flood of clearances are coming in the dress field, can 
they miss affecting shoes? 


IT’S natural to expect Summer softening of trade at 
retail—it always has and perhaps always will. But, 
don’t fall into the trap of clearing prime, new shoes just 
to ride the wave of general store traffic. Shoes are worth 
every regular dollar if they are in sizes and widths, and 
in wantable types. Shoes are better values than they 
will be next season or next year, because our shortages 
are REAL. Sole leather is critically short and no relief 
in sight. 

Remember you are a business man FIRST—a shoe 
man as well—and you never were or could be a Specu- 
lator—so govern yourself accordingly. 
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importance. 
Recorder therefore takes this means of ciding 


retailer to become a member of the National Shoe Retailers Associa- 


tion, immediately. 


Every store owner or manager of a shoe store or shoe department is 


eligible for the compli 


membership, and will receive all the bene- 


fits and privileges of the National organization, including all bulletins, 
reports and services issued by the NSRA. 


ALL ALONE? 

What a terrible feeling! 

Well, you don’t need to be all alone solving 
the worrisome problems of your business under 
war rulings. Because, we are going to make it 
possible for you to have contact with other mer- 
chants, their experiences and opinions. 

Because, united in the National Shoe Retailers 
Association, you get the real, authentic rules, 
regulations and helps that can be obtained in 
no other way so speedily, so authoritatively. 
HOW CAN YOU GET THESE DIRECT BENEFITS? 
By signing this application NOW. 

BUT WHAT WILL IT COST? 

Not a cent for the balance of 1942, because it is 
a complimentary membership in the N. S. R. A. 
made possible by the Boot and Shoe Recorder. 


The Recorder is extending 
this extraordinary privilege 
to its readers with the hope 
and belief that they will con- 
tinue as members of the 


ciation —the fighting friend 


| 

| 

| 

| 

| 

| 

| 

| 

l 
National Shoe Retailers Asso- 
of united shoe retailing. | 
| 

| 

| 

| 
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Please check your classification by volume. 
Volume up to $50,000... . [J 
Volume $50,000 to $100,000 . . [J 
Volume of more than $100,000 . [] 

Branch stores. CJ 
All classifications receive the same service. 


Mail this application to 
BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 


WHO'S WHO IN THE N. S. R. A.? 

The N. S. R. A. has been in service to retailing 
a full 30 years, and has in its membership repre- 
sentative retailers in every State, City and Town 
in America. Its officers and directors are among 
the Nation’s most representative retailers. The 
amazing thing is that its regular membership 
dues are only $1.00, $2.00 or $5.00 a year, 
based on volume classification. No more. 

WHAT BENEFITS DO YOU GET FROM MEM- 
BERSHIP IN THE N. S. R. A.? 

Every merchant shares the benefits which come 
from a group united in national sirength. It is 
something to be proud of to share the fellow- 
ship and the spirit of membership in the N. S. 


WHAT SERVICES ARE RENDERED? 

Many practical things such as “National Foot- 
wear News”, a monthly bulletin for members 
furnishing “inside information”, ahead of its 
trend and development; all the Official Shoe 
Style Forecasts; also Color Identification Guides 
in advance of the season. Operating and mer- 
chandising practises and authoritative informa- 
tion on request, free service to all in attend- 
ance at the National Shoe Fair. Representation 
in matters of State and Nati i 
affecting shoe retailers. And, lastly most impor- 
tant interpretations specific to shoe distribution 
of all rules and regulations by War Boards, etc. 
WELL, WHAT ARE YOU WAITING FORI! 


SIGN UP AND SEND IT NOW. 
This opportunity comes only once in a lifetime. 





BOOT AND SHOE RECORDER 
COMPLIMENTARY MEMBERSHIP 
in the NATIONAL SHOE RETAILERS ASSOCIATION 


(Date) 


We desire to accept your complimentary 
offer for membership in the N.S. R. A., for 
the balance of the year 1942 — at no 
cost to us. This is your authority to enroll 





our name. 





Firm Name 





Street Address 


City 
Authorized By 











Interior of the newly- 
modernized and enlarged 
Morse store looking 
toward the front —en- 
trance. Plenty oj selling 
space is allowed by the 
grouping of} fitting chairs. 
Note the novel mirror 
tile used around the 
frames of the fitting mir- 
rors and display niches. 





Established Store in Modern Home 


MODERNIZATION and enlargment MORSE SHOE STORE, PROVIDENCE, R. I., MOVES INTO A 
ms - Morse Shoe —- oe NEW, MODERN STORE WHERE IT HAS ONE-THIRD MORE 
. 1., represents a gradual gro ever 
Te ia eae ad FLOOR SPACE AND AN INVITING ATMOSPHERE. 
years ago. At that time it was located 
in the block from which the business 
was recently removed to the present 
site. 
When first opened, the store oc- 
cupied very little space, approximately 
45’ by 20’. On several different occa- 
sions the store has been enlarged, al- 
ways with the aim of providing a mod- 
ern attractive shop. 
The present store has about one- 
third more floor space than the previ- 
ous location,;<and its business is,,run- 
ning about double its former level. 
Morse’s caters exclusively to women, 
retailing shoes from $2.45 to $4.95. 
There are at present 15 employees. 


A streamlined corner of the new 

store set off from the rest of the 

room by the “different” wall 
g. 
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Ceilings, Inventory Curb Hit Boston Fair 





Maxwell Field Attributes Dearth of Advance Buying to Gov- 
ernment Controls—Little Prospect of Serious 
Shoe Shortage Seen 


The holding of the annual and justly 
famous Boston Shoe Fair this week 
marked the end of an era. Not until 
the close of the war and the relaxation 
of government controls will there be 
any really powerful incentive to the 
resumption of large-scale buying far 
in advance of actual needs for inven- 
tory-building purposes. The lessons 
taught by the imposition of price ceil- 
ings and the threat of inventory limita- 
tions have been heeded. Shoe fairs in 
the future, and for the duration of the 
conflict, should stress their educational 
value, which is immense; and minimize 
the commercial opportunity afforded. 

In substance, this is the expressed 
conviction of exhibitor after exhibitor 
who displayed merchandise in the Stat- 
ler Hotel and Parker House from Mon- 
day, June i, through Thursday, June 4. 

Advance buying of the type which 
has come to be associated with this 
annual event, sponsored by the New 
England Shoe and Leather Association, 
this year reached a new low not because 
buyers and manufacturers failed to 
foregather but largely because mid- 
March and earlier rumors of the price 
ceiling, a largely increased demand for 
shoes on the part of the public, and 
fear of shortages had brought on a 
stampede of Fall shoe buying several 
weeks ahead of schedule. To what ex- 
tent this might have gone had it not 
been halted by the “mistaken” release 
of Washington’s plan to curtail store 
stocks is anyone’s guess. As it was, 
the air around the Statler was filled 
with rumors of cancellations of orders 
which had been placed between that 
day in May when price ceilings went 
into force and the day when the inven- 
tory control trial balloon took to the 
air. 

On the other hand, there were manu- 
facturers who reported having received 
confirmations of orders already placed 
—these mostly in the better grades 
which were on view at the Parker 
House; and there was a fair volume of 
fill-in business from merchants who, 
after a busy Spring during which Sum- 
mer shoes sold almost as well as those 
- designed for the earlier season, found 
themselvés short of their most popular 
numbers. Several exhibitors, of whom 
there were slightly more than 400—a 
decrease of approximately 10 per cent 
from last year—announced that they 
had booked, prior to the fair, enough 
business to warrant near-capacity op- 
erations for from six to ten weeks. 

Inevitably, conversations veered to- 
ward a discussion of shortages, present 
and, perhaps, in prospect. It was the 
consensus of opinion that to date no 
one had been seriously affected by the 
shortage in sole leather or that which 
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has developed in good grade calf leath- 
er. Manufacturers of women’s shoes, 
whose Fall and Winter lines run heav- 
ily to suede with some patent.and some 
smooth leathers to balance the line, re- 
ported no difficulty in getting supplies 
ample for their immediate needs. Manu- 
facturers of men’s footwear, while 
deploring the shortage in those weights 
of sole leather specified by the Army 
and Navy, were very much more inter- 
ested in a story current on the first day 
of the fair to the effect that the Army, 
at least, has at length decided on a 
ceiling price for its service shoes, soon 
to. be announced, and new specifications 
for this merchandise. 

Interest in synthetics was keen but 
no one seemed to know exactly what 
entirely new synthetics, or substitutes, 
would be devised and were content to 
let someone else solve the problem and 
then come to them with a finished prod- 
uct and a proposition enabling them to 
stay under the price ceiling and con- 
tinue to live. 

The show was ably pre-viewed by 
Maxwell Field, its manager, on the 
morning of the first day, when he an- 
nounced : 

“We believe that there will be little, 
if any, advance buying. Because of 
price ceilings and impending inventory 
control there is no urge to buy far in 
advance. To be expected are only the 
normal purchases necessary to fill all 
customer demands. Despite the fact 
that the buying of military footwear 
this year will be at least three times 
greater than last year, there will defi- 
nitely be no shoe shortage.” 

The usual large number of members 
of the trade and their buyer guests 
had their regular golf tournament, 
always a first-day feature of Bos- 
ton’s Summer show. By taxicab, pri- 
vate auto and by train, they went to 
the Wollaston Golf Club in Quincy, on 
the South Shore, for a day on the links 
and a buffet lunch which was served 
until late in the afternoon. This part 
of the entertainment was under the 
sponsorship of the Boston Boot and 
Shoe Club. On the second night, Tues- 
day, was the annual banquet and get- 
together engineered by the 210 Asso- 
ciates, a charitable association composed 
of shoe travelers. This was held in 
the Hotel Statler, the large ballroom 
of which was crowded for the dinner 
and the floor show which followed. 


Selby Declares Dividend 


PortsMouTH, O.—Directors of the 
Selby Shoe Co. declared a quarterly div- 
idend of 12% cents a share, payable 
June 5 on stock of record May 25. 














“DOING SOMETHING 
1 LIKE AND MAKING 
GOOD MONEY AT IT" 


says 
Mr. Jack Walker 


HEALTH SPOT SHOE SHOP 
206 N. 9th ST. 
ST. Louis 


Mr. Walker is successful be- 
cause he had the vision to see 
the wonderful opportunity that 
the Health Spot Shoe Shop 
plan offered him to better his 
earnings. 


Men who are placed in charge 
of exclusive Health Spot Shoe 
Shops have a real incentive to 
make the most of their ability 
because they receive a generous 
share of the profits in addition 
to a salary. 


The Health Spot Shoe Shop 
operator invests nothing but 
his labor. Mr. Walker appre- 
ciated the chance to work in 
a store that offered him so 
much, and he went to work de- 
termined to make the most of 
his opportunity. 

He has made good in a big way 
and he expresses his gratitude 
by saying that the years he has 
been with the organization are 
the happiest he has ever spent. 


You have the same opportunity 
to cash in on your ability. 


NO INVESTMENT REQUIRED! 


There is always a need for 
good men to operate Health 
Spot Shoe Shops. 


Send for an application blank 
today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 




















TRY wl eb 


o.p.L. 


OTHER PEOPLE’S 


Five Dollars Is Five Dollars 


All shoe buyers are constantly try- 
ing to find ways and means to induce 
the salesmen in the adjoining sections 
to send customers over to the shoe de- 
partment after they have finished with 
them. Usually, no plan ever works 
without a financial incentive. 

Buyer Adolph Janneck of the new 
men’s shoe section of Rubenstein 
Brothers, New Orleans, has developed 
a system that really works. It is based 
on an “Incentive Card” and keeps 
eight nearby salesmen busy sending 
in prospects. 

There are eight such salesmen, who 
handle ties, hats, shirts, socks, suits, 
etc., all merchandise closely related 
to shoes. To make sure that each re- 
members to suggest the shoe depart- 
ment as soon as he completes the sale 
of his own merchandise to the cus- 
tomer, Mr. Janneck gives each sales- 
man a small card—about the size of a 
playing card-—with numbers from one 
to sixty running clockwise around the 
edge. In his pocket Mr. Janneck car- 
ries a specially made punch. The card 
rewards each out-of-the-department 
salesman who brings in a new cus- 
tomer. 

For example, a salesman selling a 
tweed sports coat now immediately 
suggests the right heavy oxford to 
complement it, and brings the cus- 
tomer to the shoe department where 
he is introduced to Mr. Janneck. If 
the customer is sold Mr. Janneck 
punches out a number on the card. 
When the sixty numbers are punched 


out, the clothing salesman receives a 
bonus of $5 or a $5 pair of shoes. In 
some cases, salesmen have been able 
to turn the trick in one month, others 
need sixty to ninety days. In any case 
it has been well worth it to the shoe 
department in the volume of new cus- 
tomers. 
a * * 
Could It Happen in Your 
Store? 


Have you ever seen a stranger walk 
into a shoe store and an old time shoe 
salesman rush forward to greet him 
—seat him in a chair—find his proper 
size and style preference—fit him to 
his complete satisfaction—and then 
begin to talk? To talk about the 
weather, the war, the state of busi- 
ness—until the impatient customer 
leaves—and without the shoes. 

Morar: Don’t talk yourself right 
out of a sale. People haven’t time or 
inclination to talk nowadays. Stick to 
business—LOOSE talk not only may 
LOSE business, but actually does. 


* + 
New Opportunities in Retailing 


We recently dropped in to visit with 
a small shoe retailer in a neighbor- 
ing town and he said that he wishes 
that people would stop harping on 
the responsibilities of retailers in time 
of war and would talk a little more 
about the opportunities of the retailer 
during wartime. 

“We have pointed with pride in 
years past,” reasoned this retailer, “as 
we called ourselves the purchasing 
agents for the public. We still must 


be that, but even more important now, 
we must become the Information Bu- 
reaus for the Public. 

“We must assure them of adequate 
protection while they are guests in 
our stores, and we must help to teach 
them how to protect themselves and 
their families when they are in their 
homes.” 

In regard to selling them shoes, we 
believe that it is the duty of shoe re- 
tailers to sell them the best shoes for 
the money and see that the shoes are 
properly fitted before the customer 
leaves the store. 

* * + 
New Sources of Personnel 


There was a time when shoe fitters 
were a dime a dozen—but that time 
has long since past. With the de- 
mands of the military forces for man- 
power and the lure of high wages in 
defense industries, many stores have 
actually had to go out and seek new 
salesmen. 

Here are a few suggestions from 
Dr. J. C. Wright of the U. S. Office 
of Education, in Washington, as to 
new sources for salespeople: 

“1. Extras, contingents, and other 
part-time store employees represent a 
source from which full-time store 
workers may be drawn. It is my un- 
derstanding that in many centers this 
source of workers has already been 
exhausted. 

“2. Older men and women who 
have worked in retail stores in the 
past and are willing to return to the 
selling field represent another source 
that is worth careful investigation. 
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IDEAS 


“3. Young married women living in 
rural and suburban areas adjacent to 
cities may be induced to accept store 
employment during the emergency. 
Fortunately, there are thousands of 
women who are anxious to make a 
contribution either directly or indi- 
rectly to the war program. They will 
be willing to accept the places of men 
who have left retailing for work of a 
defense nature. 

“4. Young people who have just 
graduated from high school are avail- 
able for employment. Young men and 
women still in college represent a 
source from which a large number of 
part-time workers may be secured. 

“5. Young people and unmarried 
older persons who live in non-defense 
areas may be encouraged to seek em- 
ployment in stores that are located in 
or near those areas that have been 
vitally affected by defense activities. 

“6. Finally, young persons who are 
now receiving or who may be induced 
to take training in cooperative part- 
time classes in retailing in secondary 
schools present to store managers one 
of the best sources from which to 
secure desirable part-time workers. 

“Upon the completion of cooper- 
ative part-time training programs, 
these young people are prepared to 
become the best type of full-time store 


workers.” 
e+e 6 


Educating the Customer 


Here’s an interesting idea that we 
recently observed in a neighborhood 
shoe store. 

For sometime this shoe retailer had 
been giving out little booklets and 
pampilets on the care of shoes, care 
of hosiery, how to walk properly, 
styles for special uses, etc. He usual- 
ly placed them around the store on 
display tables, wrapping counters, 
etc., and handy places for salesmen to 
pick them up and place them: in the 
shoe boxes at the wrapping counter. 

Recently he placed a metal con- 
tainer just outside the front door and 
now reports that he has to refill the 
container with booklets every morn- 
ing. Some may land in the gutter, 
he contends, but some are going to 
bring new customers into the store 
that he has never seen before. After 
all, he doesn’t need to give them to 
his regular customers in the store be- 
cause he doesn’t expect to lose them 
anyway. 


Reasons for Prompt Collections 
(Reprinted from “Better Retailing” 
published by the National Cash Reg- 
ister Company.) 
1. Customers are usually better 
able to pay when an account is new. 
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2. Customers who understand that 
a merchant expects his money at the 
time agreed upon have more respect 
for him, especially when. they know 
that “he plays no favorites.” 

3. Prompt paying customers will 
learn that they do not have to bear 
the heavy losses (in higher prices) 
due to the bad debts of others. 

4. Collection becomes increasingly 
more difficult and the expense in- 
creases with the age of the account. 

5. The merchant is entitled to the 
money he paid for the goods and his 
profit. 

6. The earlier the account is paid, 
the sooner will the debtor buy again. 

7. The trade of past-due accounts 
is usually transferred to some other 
merchant. This is not fair, of course, 
but nevertheless is usually an actual 
fact. 


Shoe Stores can Aid Morale 


Dr. J. C. Wright of the U. S. Office 
of Education in Washington, recently 
said in regard to the contribution that 
stores can make to the uplifting of 
public morale that: 

“Stores have an outstanding oppor- 
tunity to contribute to the mainte- 
nance of unity and public morale. The 
morale of store workers, which in turn 
will affect the morale of the buying 
public, can be influenced both con- 
structively and significantly by giving 
store workers a sympathetic under- 
standing of the economic changes, 
the shortages of consumer goods, and 
regulations that have been made 
necessary by the war emergency. 

“Store workers should be prepared 
te pass this information on to the buy- 
ing public. In this particular task 
store management and the distributive 
education program can make a vital 
contribution that will supplement 


each other.” 
ee ae 


Proven Collection Letter No. 8 


Recently we wrote you regarding 
the balance of that you still 
owe on your account with us. 

You possibly overlooked the letter. 
If you hadn’t, we’re sure your check 
covering your account would have 
been sent some time ago. 

Now we're wondering if you'd do 
us this favor? Put this letter in some 
conspicuous place as a reminder. If 
you'll do this, we know that you'll 
soon send us a check. 

SS 


“Where Shoes Are Fitted— 
Not Merely Sold” 

Here is a letter sent out by the 

Ross-Harris Shoe Store, New York 


City. This one goes to the store’s 
mailing list of women customers. 





of shoes. 


sider us at your service. 


cad 





In looking over our records we find that it is about two months since 
we fitted you to a pair of shoes on the recommendation of Dr......... 
Knowing the thoroughness of Dr.. ........’s treatments, and through 
our experience in the past, we do not hesitate to say that we believe 
your feet have sufficiently improved so that you can have a change 


We have found in any number ef cases that after two months, 
Dr . +». '8 patients are able to wear a last with a bit more heel, 


If your feet are considerably improved, and you feel that you would 
like a change of shoes for occasional wear, we hope you will con- 


We were pleased indeed to serve you, and your increased confidence 
and good will is something we look forward to. 
wish for your continued progress toward real comfort, we are 


Very sincerely yours, 


With every good 


ROSS-HARRIS, INC. 














Store Improvement Seores Success 


Even in Wartime, Mike Gillman, of Muncie, Ind., Looks for the “Silver 
Lining" and His Courage and Confidence Produce Gratifing Results 


IN these days it is most unusual to 
find a retail shoe merchant with the 
courage*to go out and spend good 
hard cash, and lots of it, on improv- 
ing his store. Many merchants have 
been so concerned about high taxes, 
the price situation, shortages of 
merchandise and all of the other 
problems brought on by the war 
that they have given less attention 
than usual to store improvement. 

But if you know Mike Gillman, 
owner of Gillman’s Modern Miss 
Shoe Store in Muncie, Ind., you 
know that he isn’t the type to sit 
still and gripe. Just to prove the 
point, let’s take a look at what he 
has just finished doing. 

At a cost of more than $3,000 
Mike has completely redecorated 


the interior of his store, the formal” 


opening having been held just two 
weeks prior to Easter. The redesign- 
ing of the store has made it a mod- 
ern and attractive shoe salon fea- 
turing footwear and accessories. 


View of the interior of the store, showing 


by ROBERT H. HARTLEY 


The predominant color scheme is 
dusty rose and deep sea green, re- 
cessed fluorescent lighting being 
used to bring out the soft color 
tones. Built-in shadow boxes along 
the walls make possible interesting 
and artistic individual shoe displays. 
Another feature of the salon that 
has attracted great attention from 
the customers is a smart, definitely 
modern handbag and hosiery’ bar 


with a recessed mirror background. 


ing the 
type of display occurring at frequent intervals 


along the walls. 
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In the short time that this innova- 
tion has been in use the sales of 
handbags and hosiery have been 
more than .doubled. 

Mr. Gillman, well-known to the 
shoe trade as an ace salesman for 
the Huth & James Shoe Co. for the 
past twelve years, has incorporated 
every modern idea with any real 
sales value that he has come in con- 
tact with into his new store. Sales 
to date have been gratifying. 
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The Shoe Salesman 
Goes to School 


[CONTINUED FROM PAGE 17] 


Feb. 3—Preview of the course. Study 
of anatomy. Speaker—Dr. Jay A. Reed, 
Cleveland chiropodist. Demonstration 
material—charts and forms. 

Feb. 10—Study of fitting and fitting 
devices. Showing of Brannock film on 
fitting. Question forum and fitting 
clinic with Doctor Reed in charge. Dem- 
onstration materials — fitting devices 
of various kinds, fitting stools, exten- 
sive selection of men’s and women’s 
shoes. 

Feb. 17—Study of leather. This was 
called “Leather Night” and the entire 
evening was turned over to representa- 
tives of the Ohio Leather Co. who 
journeyed to Cleveland from Girard, 
Ohio, with two reels of film and an ex- 
tensive array of leather. These men 
talked before and after the showing of 
the sound film which took the class 
through the Ohio leather plant, demon- 
strating the many processes. After 
the meeting the men from Girard dem- 
onstrated leather from a long table 
full of processed hides. 

Feb. 24—Fundamentals of shoe con- 
struction. All the well-known manufac- 
turing processes were explained and 
outlined on the blackboard. One of the 
class members, who had spent over 20 
years in the shoe manufacturing plants, 
outlined the steps in making a pair of 
shoes. A wealth of material was con- 
tributed by manufacturers, covering 
every phase of shoe making. Cutaway 
models as well as complete shoes were 
used to show the various manufactured 
types, as Goodyear Welt, McKay, 
Littleway, Turn, and others. 

March 3—Style trends in women’s 
shoes. Two speakers. M. A. Mittelman, 
head of M. A. Mittelman, Inc., and 
former president of the National Re- 
tail Shoe Dealers Association, discussed 
the styling of women’s shoes and how 
the various styles are born. Miss Paula 
Parker, stylist of the May Company, 
Cleveland, discussed the coordination of 
shoes and other apparel, aided by two 
models who made quick changes to 
show the proper relationship of hats, 
gloves, bags, shoes, dresses, and coats. 

March 10—Style trends in men’s 
shoes. Speaker— Donald E. Ream, 
men’s shoe buyer, The Wm. Taylor 
Son & Co., Cleveland. 

March 17—Style trends in children’s 
shoes. Speaker—Howard V. Hansen, 
manager of the children’s shoe depart- 
ment, The Stone Shoe Company, Cleve- 
land. “Also discussion of the customer 
and why he or she buys. 


~- March 24—Advertising, display, and 

selling. Speaker on display—Edward 
A. Osterland, display manager, The 
Wm. Taylor Son & Co., Cleveland. 
Speaker on advertising and selling— 
Edwin S. Goldstein, advertising and 
publicity manager, The May Company, 
Cleveland. 
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GIVE CUSTOMERS AN INCENTIVE TO BUY 
wu te fom Of KISTLER SOLE LEATHER 











Style alone is not an incentive to 
assure repeat business. Style, plus 
price lacks a constant urge. Style, plus 
price, plus Kistler Sole Leather exerts 
a pull sufficient to turn the tide of 
trade your way time and time again. 


The unusual qualities of this sole 
leather, increasingly apparent as shoes 
are worn, are enough in their com- 
bined impressiveness, to make men pre- 
fer shoes which are bottomed with it. 


Many popular-priced, nationally-sold 
street, dress, sport, orthopedic and work 
shoes for men do have outsoles of this 
leather. You should see the shoemak- 
ing put into them. Some are bottomed 
stamped with our trade mark. 








LEATHER COMPANY 


BOSTON:-MASS 





March 31—General discussion of sell- 
ing technique and the various steps 
necessary in making a sale. 

April 7—General discussion and 
course review. This final meeting fea- 
tured a round table forum with a board 
of experts to answer all questions. The 
board of experts was composed of 
Orrin A. Kohl, shoe buyer, The B. R. 
Baker Co., Cleveland; Floyd A. Page, 
shoe buyer, The May Company, Cleve- 
land; and Dr. Jay A. Reed, Cleveland 
chiropodist. 

A questionnaire circulated at the 
closing session indicated that about 90 
per cent of the class would be inter- 
ested in an advance course. 


Army Takes Shoe Factory 


Burorp, Ga.—The Bona Allen shoe 
factory, here, is to be taken over by 
the Army for shoe repair work, it has 
been announced. The Army planned to 
take the plant over some months ago, 
but officials of the Bona Allen Com- 
pany wanted some assurance that it 
would be operated on a long-time basis 
and give more or less permanent em- 
ployment to the community rather 
than close with the end of the war, and 
this held up the original plans for 
opening the plant. It is understood 
that the Government has agreed to 
operate the plant for Army shoe repair 
work for some time to come. 
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YOUR PART IN THE 


VICTORY 
PROGRAM 


, your customers, and all America, about the part you are playing in the 
National Effort to keep America’s Fighting and Working Armies the Best Shod 
Legions On Earth. Tell them how successfully you can fill their nceds for Civilians, 
too. Here’s an issue every shoe retailer in America is waiting for, will read and 
save as a record of Shoes and Leather in the National Service. Instruct your 
advertising department to mark the July 4th Recorder a “must” insertion date 


on your advertising schedule. 
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Plenty of Color 


[CONTINUED FROM PAGE 15] 


last in suede only. Turftan continues, 


for tailored shoes. Bright red is prov- 
ing to be the most popular red shade. 
Antiqued it looks almost like Kona Red. 
Kona Red is being bought sparingly 
and largely in smooth and grained 
leathers. In suede, the response is very 
spotty. There is practically no wine 
in ready-to-wear which accounts for 
the popularity of the bright, rather 
than the wine, shade in shoes. Both 
bright red and Kona can, of course, 
be worn with all the neutrals, blues 
and light greens, as well as black and 
grey in ready-to-wear. Don’t forget 
green with a slightly yellow cast. 


You Can Count on Color 


Don’t pay any attention to the scarc- 
ity seares everybody is talking about. 
There will be plenty of. color in first 
Fall clothes and you can promote shoes 
to go with these clothes. Don’t let 
scarcity talk get into your promotion 
copy. A good season for color and 
color coordination lies ahead. ‘ 
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Celebrate Freedom 
Week in Your Store 
[CONTINUED FROM PAGE 18] 


“The achievement of victory in war, 
and security in peace requires the par- 
ticipation of all the people in the com- 
mon effort for our common cause.”— 
President Roosevelt. 

“We've got to think war and live 
war.”—Morgenthau. 

“A growing spirit of sacrifice is ap- 
pearing everywhere. It is born of the 
realization that no effort we civilians 
may possibly make can compare, even 
remotely, with the sacrifice that every 
American boy is prepared to make 
when he goes to defend our country and 
our freedom.”—Benjamin H. Namm, 
Namm Store, Brooklyn. 

The job of winning this war is going 
to take everything we’ve got—every 
week, every day, every minute. — 

You can’t lick a Jap by taking a nap. 

We must save and serve, without 
stint, without reservation. 

Millions doing more and more, means 
quicker winning of the war. 


Rules of the Contest 
for 
Best Window Display 


1—Photographs must be of windows 
installed by shoe stores or shoe depart- 
ments. They may be merchandise dis- 
plays using the Srccdan Week theme, 
or symbolic displays. They must be 
clear and not too small to show good 
detail. Display men, or retailers who 
plan their own displays are eligible. 

2—The name of the store and the 
name of the display man submitting 
the photograph must appear on the 
back of the print. Do not write heavily 
enough to mar the face of the print. 

3—All photographs must be post- 
marked not later than July 6, mid- 
night. We cannot undertake to return 
photographs. Please submit extra 
prints only. 

4—All information concerning the 
display will be given in legible form 
(typewritten preferred), on a_ sheet 
of paper securely attached to the 
photograph. ° 

5—All contestants agree to abide by 
the decision of the judges. 

6—Boor. AND. SHOE RECORDER will 
have the right to publish any photo- 
graph submitted, giving credit accord- 
ing to the information rendered by the 
contestant. 
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THIS WEEK IN TI 


*NATIONAL NEWS® 


Heavy Shoe Buying from Defense Areas 





Retailers and Travelers Gather at Fifteenth Annual Meeting 
of Pacific Northwest Association—Price 
Regulation Discussed 


PORTLAND, ORE. — The fifteenth an- 
nual convention of the Pacific North- 
west Shoe Retailers’ Association, held 
here May 30 through June 2, brought 
out a record number of retailers and 
the largest number of manufacturers 
ever assembled at previous conventions. 
Both groups differed from former gath- 
erings—the travelers were divided into 
those with plenty of shoes to sell and 
those who had none. Retailers from 
non-defense areas were timid, with or- 
ders below last year, while those from 
defense areas such as Tacoma, Seattle, 
Portland, without hesitation doubled 
stock orders, anticipating extra heavy 
Fall buying. Some credit was granted, 
but many paid cash or took short terms. 

Following the opening of the conven- 
tion proper, president George Bitzer, 
convention chairman, was welcomed by 
Acting Mayor William A. Bowes who 
lauded the shoe industry. A reply by 
the retiring president, Tom Bagwill, 
reviewed the work of the past year, 
thanking the shoe travelers for their 
active co-operation, and calling on 
George Mettler and Harry MacDon- 
ald. The usual message from Cali- 
fornia was given by William J. Ahern 
who boasted of attending fourteen of 
these annual meetings. The associa- 
tion was congratulated on realizing 
legislative and other objectives in the 
past years. 

Jane Allen, fashion editor of the 
‘Oregonian” outlined the picture for 
Fall buying, advocating the selling of 
good taste instead of fashion. She noted 
that many stocks are still heavy, and 
advocated the stocking of play, work 
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Dates to Remember 


Fall Shoe Convention, Mid-Conti- 
nent Shoe Travelers’ Association, 
Skirvin Hotel, Oklahoma City, 
Okla. June 7, 8, 9, 1942 

New York State Shoe Retailers’ As- 
sociation Meeting, Syracuse, New 
York. June 14, 1942 

July Fall Show, Michigan Shoe 
Travelers’ Club, Hotel Statler, 


Hotel, Bal- 
timore, Md. July 12, 13, 14, 1942 
National Shoe Fair, Hotel Stevens, 
Chicago, Illinois. 
November 2, 3, 4, 5, 1942 





and party shoes, the educating of women 
buyers to utility styles with medium 
heels. Sell them sensible, but pretty, 
and it is likely that they will buy sev- 
eral pairs of play shoes, she said. It 
is likely curtailment of orders will come, 
but no serious shortages seem to be in 
the offing. The basic color is black, 
continued Miss Allen, but dark grey is 
out. The dress is the background on 

which the accessory picture is built. 
Mrs. W. A. Cooper of the Office of 
Price Administration outlined at con- 
siderable length voluminous details and 
penalties of the price regulation order. 
She stressed that it is an emergency 
measure and done for the benefit of the 
consuming public: It is likely that the 
price ceiling is still a babe in swaddling 
clothes, she said. Dealers realize that 
[TURN TO PAGE 40, PLEASE) 
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Organize Southeastern 
Exhibit Group 

ATLANTA, Ga. — The Southeastern 
Shoe Exhibitors has been organized 
here as an affiliate of the Southeastern 
Travelers Exhibitors, which is com- 
posed of representatives of ready-to- 
wear, millinery and accessory manu- 
facturers and distributors from all over 
the country, and which has been suc- 
cessfully operating semi-annual exhibits 
in Atlanta for the past five years. The 
Southeastern Shoe Exhibitors will hold 
July and January displays at the Henry 
Grady Hotel, Atlanta. The dates for 
the first showing have been set for July 
19 through 23. At the same time, the 
ready-to-wear, millinery and accessory 
lines will show at the Atlanta Biltmore 
Hotel. 

It is believed that this organization 
will fill a need for a well-organized, 
well managed shoe group in the South- 
eastern states. It will be a non-profit, 
mutual organization, governed by a 
board of directors elected from its own 
membership. 


Former Shoe Man 


Stationed at Miami 


New YorK—Word has come from 
Samuel J. Biedell, formerly associated 
with Hubbard Shoe Company of Mil- 
waukee, whom he represented in the 
Greater New York, New Jersey and 
Connecticut area, that he has been 
called into service with the Army and 
is now stationed temporarily at Miami 
Beach with the U. S. Army Air Forces. 
Private Biedell would be glad to hear 
from his many friends in the trade. His 
address is: Pvt. Sam Biedell, 577 Tech. 
Sch. Sq. (S. P.), Training Sq. 137, 
U. S. A. A. C., Miami Beach, Fla. 





Whites, Play Shoes Lead Milwaukee Sales 





Pre-Holiday Sales Somewhat Below a Year Ago Because of 
Heavy Buying Earlier. Whites Promoted 
by Most Retailers 


MILWAUKEE, WIS.—A number of fac- 
tors combined to hold down pre-Me- 
morial day shoe business to a level be- 
low that for the same period last year, 
according to local merchants. Despite 
the fact that weekly payrolls have hit 
a new high of $4,623,000, more than 
double the amount for the same period 
in 1941, heavy buying several months 
back in anticipation of higher prices 
and possible shortages, along with a 
month of spotty weather have had a 
somewhat adverse effect upon retail 
sales. 

This is not to be taken, however, 
that the retail shoe business is in the 
doldrums. Whites are coming in with 
a reassuring vigor and the demand for 
all types 6f play shoes, bolstered by the 
increasing popularity of slacks, is re- 
ported brisk. 

On the basis of 1935-39 equaling 100, 
the department store index for Milwau- 
kee gained 33.2 per cent during the first 
quarter of 1941, rising from a monthly 
average of 97.6 to 130.1. 

For the week ended May 16, local de- 
partment store sales gained only 5 per 
cent over the comparable week a year 
ago, and for the four weeks ended May 
16, the gain was 10 per cent, but dur- 
ing the last three weeks the dollar 
gains over a year ago have been small. 

An example of the type of promotion 
being used for whites is the description 
attached to five different styles by as 
many different local stores suggesting 
“white ‘frosting’ for your feet for 
‘coolth’ and comfort.” 

In connection with this particular ap- 
peal, Gimbel Bros. featured “the spec- 
tator pump with open toe, V-throat and 


flatteringly high heel” in white with 
brown, blue or black. Packard-Rellin 
suggested “this good-looking buck spec- 
tator with square throat, brown trim, 
and lines which will do more than jus- 
tice to the foot”. 

An oxford, “the kind of shoe you’ll 
‘live in’ this Summer and willcherish 
for its buoyant ease on your, feet, its 
‘air-conditioning’ perforations and its 
trim appearance”, was keynoted by the 
Boston Store. 

Caspari-Virmond suggested an arch- 
support pump in white crushed kid, 
“noteworthy for its adaptability to any 
occasion for the woman who spends a 
great deal of time on her. feet,” while 
the S. J. Brouwer Shoe Co. recom- 
mended a gore pump in perforated kid 
with built-in arch support as the “fa- 
vorite of the heavier women.” 

Ed. Schuster & Co., operator of three 
local department stores, has been using 
large space newspaper advertising to 
promote its line of play shoes. Sugges- 
tions which have met with good public 
response include a buckle sandal in 
natural hopsacking cloth of white, red 
or navy for play; a strap sandal with 
a row of bright nailheads in wheat, 
blue, red or white linen for lounging; 
elk calf hand laced moccasins in desert 
tan, white or red for work; an unlined 
Western saddle leather shoe for driv- 
ing; rope sole oxfords in tan or royal 
biue hopsacking cloth for planting; 
rawhide moccasin in slow-tanned, un- 
lined leather for bicycling; a spiked 
golf oxford in unlined tan Buffalo 
leather for golfing and a strap and 
buckle moccasin in soft elk calf of 
brown. with white or brown with elk 
for hiking. 


Join Shoe Pricing 
Division of OPA 


New York—F. Pau! Riley, recently 
manager of the Fifth Avenue store of 
Selby Shoe Co., and before that buyer 
of women’s shoes for Stern Brothers, 
has joined the Office of Price Adminis- 
tration in the retail pricing division on 
women’s and children’s shoes. He is 
connected with the New York Regional 
Offices, serving six states, with offices 
in the Empire State Building. 

Prior to his connection with Stern 
Brothers, Mr. Riley was general man- 
ager of ten Walk-Over stores in this 
area. He has been active in shoe asso- 
ciation work, both in New York and 
nationally, having taken a prominent 
part in the semi-annual shoe style con- 
ferences and in the work of the Na- 
tional Shoe Retailers Association as 
well as being president of the Shoe 
Merchants’ Council of New York. 

At OPA, Mr. Riley works with Lester 
R. Samuels, who heads the retail pric- 
ing division for hosiery, gloves, hand- 
bags and shoes. Mr. Samuels is owner 
of L. R. Samuels Co., Ogden, Utah, 
specialty store, and operator of the I. 
Miller Michigan Avenue store in Chi- 


cago. 
Army Orders 430,000 Pairs 
Of Service Shoes 


Boston, Mass.—Contracts to manu- 
facture 430,000 pairs of army service 
shoes with rubber-tapped soles have 
been let by the local Quartermaster 
Corps, it was announced here recently. 
The prices at which contracts were let 
was not revealed. 

Two hundred thousand pairs are to 
be made by the International Shoe 
Co., of St. Louis, in four factories; 
150,000 pairs by the Brown Shoe Co., 
also of St. Louis; 50,000 by the A. H. 
Weinbrenner Co., of Milwaukee; and 
the balance, 30,000 pairs, by the Free- 
man Shoe Co., of Beloit, Wis. 





Cancel Annual Spring Outing 


ELIZABETHTOWN, Pa.—Due to war 
conditions, the difficulties of travel, 
shortage of gasoline, and more impor- 
tant of all, taking time out from the 
serious business of production, it has 
been decided by the board of directors 
of the Central Pennsylvania Shoe and 
Leather Association, to cancel the 
Spring outing and golf tournament of 
that organization. 

The tournament which was scheduled 
for June 19 at the Lancaster Country 
Club gave promise of being a most in- 
teresting one. The club and course are 
excellently appointed, and the member- 
ship of the organization, which is pure- 
ly social in character, was looking for- 
ward to the event with pleasure. But 
in the considered opinion of the body 
of the membership, which was reflected 
in the action of the Board of Directors, 
the present is no time for festivities of 
this nature, and the meeting has there- 
fore been called. off. 


Bachelor Dinner for Executive 


Cambridge, Mass.—Associates of H. J. Kroto, executive vice-president of the Cam- 
bridge Rubber Co., recently joined to play host to Mr. Kroto at a bachelor dinner 
given in the Hotel Continental just prior to his departure for the West Coast 


where he was married. 


Identified by numbers on the above photograph, execu- 


tives present included (1) H. Stuart Hotchkiss, chairman of the board (2) Warren 
MacPherson, president {3} Mr. Kroto; (4) George H. Bingham, Jr., vice-president; 
and (5) J. S. Weere, general sales manager. 
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Make New Customers and 


Profits with LEFT AND RIGHT 
RUBBER HEELS 


Millions of people 
who never thought of 
it before are now 
wide-awake to econ- 
omy and are looking 
for ways to conserve. 
And especially rubber. I-T-S Left and Right 
Rubber Heels have always emphasized 
longer level wear, scientifically built in by 
left and right pads of extra tough rubber 
where the wear comes. IT’S extra value is 
easy to show and sure to be remembered. 


Cash in on such a 
timely selling point. 
Feature I-T-S heels 
to customers — spe- 
cify them on all 
your work. 


THE I-T-S CO. 
ELYRIA, OHIO 
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SCOTT FOOT APPLIANCE CO. 


With hundreds, thousands, millions of men 
and women marching to and from work; 
standing at bench and machine; giving 
their best for victory—we must help keep 
up their efficiency by giving them foot 
relief through the use of correct feot ap- 
pliances. 


The careful use of 
moterials still avail- 
able, and the con- 
stant tricis of new 
materials, enables 
us to keep the Scott 
Line of Foot Appli- 
onces at its regular 
high standard— 
priced for your 
profit. 


Order from 


OMAHA, NEBR. 








Assignments for Benefit 


Of Creditors 


New York—The New York Regional 
Committee of the Tanners’ Council 
Associates has established a policy in 
connection with so-called assignments 
for benefit of creditors, where the as- 
signment has been made without previ- 
ous consultation with leather creditors 
involved. Such action may and some- 
times has been detrimental to the in- 
terests of the creditors. In future it 
will be the policy of the New York 
Regional Committee to file a bank- 
ruptcy petition in such cases. 

This policy was adopted in order to 
maintain the established principles of 
the Tanners’ Council Associates of con- 
structively handling insolvency situa- 
tions to the end that debtors and cred- 
itors may obtain reasonable treatment 
of their respective rights and debtor- 
creditor relationships be maintained on 
the highest plane consistent with sound 
business practice. 


Completes Drive for Funds 


Boston, Mass.—The 210 Associates, 
Inc., has successfully completed its an- 
nual drive for funds. The officers of 
the association, early recognizing the 
tremendous demands that would be 
made upon it’ by salesmen who would 
be displaced by the war effort, made 
plans to raise adequate funds to care 
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for the men in the industry who might 
need help. 

“It is a great credit to our industry,” 
stated T. Kenyon Holly, president, “and 
should be a source of pride to every 
shoe man, to know that we as an in- 
dustry have shown that we can and 
will take care of our own. Now that 
our drive is over we feel that we can 
carry out the pledge we, as an associa- 
tion, have made to our industry.” 

The committee was under the leader- 
ship of Nat Lyons, chairman and Wal- 
ter Reinstein, co-chairman, who were 
assisted by Emanuel Alberts, Albert 
Aronson, Harry Aronson, Sidney Barr, 
Philip Bernstein, A. A. Bloom, Dan 
Bordett, A. A. Cerf, A. Clickstein, 
Urban Dacier, Louis Fishman, Robert 
Freedman, Albert E. Gordon, Philip H. 
Green, Charles Gutman, Louis Heller, 
William F. Herlihy, Louis Isenberg, 
Louis C. Jacobs, Barney Kane, Frank 
Litvack, William Lubell, Frank Master- 
son, Daniel Myerberg, Walter Reed, 
George Rosen, Ben Rubin, Alfred 
Schachat, Daniel J. Seletsky, Bernard 
Short, Hyman Snider, Ben Stone, Jack 
Vogel. 


T.C.C.A. Issues Fall 
Glove Colors 


_ New York—Twelve colors for wo- 
men’s Fall gloves have been issued by 
the Textile Color Card Association. All 
colors have been approved by the Dye- 


stuff Advisory Committee and fulfill 
the government’s requirements with re- 
gard to dyestuff conservation. 

A wider range of colors than usual 
has been used because, by avoiding con- 
centration on a limited number of 
chemicals, more chemicals have been 
freed for war uses. Colors have been 
selected as accents to contrasting basic 
costumes and as harmonizing tones with 
millinery. They have also been chosen 
in relation to leather. 

The colors are: Victory Gold, Rus- 
sian Green, Salute Blue, Freedom Red, 
Pebble Sand, Golden Tobacco, Kona Red, 
Patriot Green, Dutch Tan, Town 
Brown, Turftan, Bomber Grey. It is 
noted that black gloves remain impor- 
tant for Fall and Winter. 


Shoe Credit Men Meet 


CINCINNATI—At an important meet- 
ing of shoe credit men here, Frank 
C. Knapp, of the Endicott Johnson Cor- 
poration, Endicott, N. Y., was chairman 
and on the program were the following: 

Quiz Master: E. J. Ball, Brown Shoe 
Company, St. Louis, Mo. 

“The New Problems of the Little 
Business Man’”—Fred Roth, president, 
Whitney-Roth Shoe Company, Cleve- 
land, Ohio. 

“Sales Possibilities Through Ratio 
Analysis”—A. T. Woodward, assistant 
secretary, United States Shoe Corpora- 
tion, Cincinnati, Ohio. 
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$4.99 BUY Now 
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No. 731X Men's HI. 2.10 


15 Additional es, 
Immediate Delivery. 
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ARNOFF SHOE CO., INC., 101 Duane St., N.Y.C. 
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PROMOTION 
SHOES 


St. Louis’ finest makes always 
on the floor. 


JOBS .. . SAMPLES 
CANCELLATIONS 


Women's better 
us dsate endl ae teens 


SCHNEIDER SHOE CO. 
1404 Washington Ave., St. Louis, Mo. 








Colored Shoes Sell Well 


TOLEDO, OH10—Brown-and-white and 
colored shoes, particularly red, are be- 
ing sold in Toledo shoe stores in ever 
increasing numbers. Play-shoes are 
just coming into their own; however, 
except for the low-heeled multicolor 
numbers which have been shown since 
early Spring. A trend toward lower 
heels is continuing, with walking shoes 
of all kinds selling well. Colored shoes 
are getting a good response. Sales are 
considerably ahead of last Spring, 
ranging from 5 to 35 per cent ina 
survey of various stores. 
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Former Recorder Salesman Honored 
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This cartoon from the Brockton Enterprise shows some of the guests at the dinner. 


BrockTon, Mass.— George W. R. 
Hill, celebrates his birthday; he is 85 
years of age, and a party was arranged 
at the Commercial Club in Brockton 
May 26, where he was guest of honor of 
the Kiwanians. It was George William 
Rogers Hill day in Brockton, and they 
made merry with speeches and gifts. 
The Master of Ceremonies gave to the 
guest the title of Brockton’s No. 1 
citizen. 

Chief speaker of the day was Everit 
B. Terhune, president of BooT AND 
SHoe REecoRDER, who flew on from New 
York to attend the event. Others spe- 
cially invited to participate in the trib- 
ute to Mr. Hill included Charles L. 
Fuller, of the Brockton Enterprise, to 
which Mr. Hill has been contributing 
a column for several years;. Wes Jen- 
ney, Enterprise cartoonist; William L. 
Gleason, president of the Southeastern 
Massachusetts Shoe Manufacturers’ 
Association; Milton Alden, Harold 
Hayes, Harry Chabby, John S. Kent, 
Sr., and Gordon Scott, vice-president 
and head of Boot AND SHOE RECORDER’S 
Boston office. 

William E. Doyle was the able master 
of ceremonies. The tribute was ar- 


ranged by Edward L. Pearson, Kiwan- 
ian chairman of the day. Letters and 
telegrams from members of his family 
and from old friends and business as- 
sociates were received during the 
course of the luncheon and the guest 
of honor was presented with a radio 
set. 

George Washington Reliable Hill as 
he was known on the RECORDER staff 
was for 42 years the top salesman of 
advertising in the shoe trade press. He 
has many records; he traveled by train 
from Brockton to Boston every day for 
forty-two years, a total of over half a 
million miles. In his youth he was a 
barnstorming actor. In reminiscing he 
can tell of a one night stand at the 
Brockton Opera House in 1870. In 
1880-1881 he toured the Middle West 
and Southern States with a troup 
headed by Thomas W. Keene, a Shakes- 
pearian tragedian. He has been a 
newspaper man for over fifty years, and 
continues to write for the Brockton En- 
terprise. 

It’s great to be active and alert at 85. 
It’s great to have friendships with such 
a thoroughbred as George W. R. Hill. 





Lape Heads War Fund Drive 


CoLuMBus, O.—Herbert N. Lape, Sr., 
of Julian & Kokenge Co., Columbus, O. 


has been named campaign chairman of. 


the newly-formed Franklin County War 
Chest, which will launch a drive for 
funds next Fall. 


John Schuck 


MILWAUKEE, Wis.—John Schuck, 72, 
proprietor of the department store 
bearing his name, died suddenly at his 
home recently. -A native of Jackson, 
Wis., Mr. Schuck had been in business 
here for more than 40 years. 
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For Posting Your 
CEILING PRICES 
(also your selling prices) 
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You Thus Maintain a 
Visual and Factual 
Record for Official 
Checking Against 
Wholesale Invoices; 


*...as you did in March” 
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Only - yardstick meas- 
ures all-out cooperation 
for everyone: Faithful ad- 
herance to price ceilings, 
and extra service. Which 
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means extra care at the 
fitting stool, and the cor- 
rect type of shoe—to hel 
women “Keep Their Feet. 
Bellaire Shoes, for today’s 
women in today’s jobs, are’ 














slip. 


Actual Size after 1” Top 
Folds over Top Edge of 
Carton. 





handy for filing with 
your duplicate sales 
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$2.50 per 1000 
$6.75 per 3000 
$11.25 per 5000 
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Less “Gingerbread” But 
No Shoe Scarcity 


St. Lovis—Addressing the Advertis- 
ing Club of St. Louis at a luncheon at 
Hotel Statler, Eugene Rison, advertis- 
ing manager of the Roberts, Johnson & 
Rand branch of the International Shoe 
Co., said he does not look for a scarcity 
of shoes. 

“We may not have shoes with all the 
lattitude of style, with wide heavy soles, 
with wing tips, and with all the ginger- 
bread as we might have known them in 
the past,” said Mr. Rison. “But we will 
be able to get good shoes—shoes that 
will give us good value for our money, 
and long service. 

“We expect there will be a definit> 
limit on the amount of footage of 
leather going into a pair of shoes. For 
example, we expect to see long wing 
tips, foxings and other features that 
take a large amount of leather, elimi- 
nated for the duration. Treatments. 
such as bows, if made out of offal, will 
probably be allowed. 

“Prospects for the sale of children’s 
shoes are bright due to the increased 
birth rate and increased income. Par- 
ents are buying better shoes and paying 
more attention to service and fit. 

“Outsole shortage, as far as chil- 
dren’s shoes ,are concerned is not as 
seriouS as men’s shoes, but will affect 
the number of pairs produced.” 
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Shoe Man a Former 


Lieutenant 


ATLANTA, Ga.—Well known to the 
shoe trade in the Southeastern part 


FRANK M. STEVENS 


of the United States is Frank M. Stev- 
ens who travels for the J. P. Smith 
and Hanan Shoe Companies. He was 
formerly manager of the ladies’ shoe 
department of the George Muse Clo. 


9510— White Kid. Also 
im Mat Kid and in Brown Kid 


selling as fast as they are 
shown. Bellaires . . . with 
their 4-point features of 
air-cushion comfort; shug 
fit; good style; long wear. 


Write for Spring 1942 Catalog 
of In-Stock Styles 
$5 10 $6 


RETAILERS 


* 





Co., Atlanta, for ten years and man- 
aged the local Hanan & Son shoe store 
for 12 years. A lieutenant in the in- 
fantry in France in the first World 
War, he still keeps up with Army life 
through his daughter, Genevieve, who 
recently married Lieut. Bruce Bailey 
who is stationed at Wright Field, Day~ 
ton, Ohio. When he isn’t busy calling 
on the trade he’s brushing up on horse 
shoe pitching at which he is an expert 
or out with his outboard speed boat. 


Compo Declares Dividend 


Boston, Mass.—The board of direc- 
tors of Compo Shoe Machinery Cor- 
poration have declared a cash dividend 
of 25c. per share on the common capi- 
tal stock, and accrued dividends of 
6244c. per share in cash on the $2.50 
convertible cumulative preferred stock. 
Dividends are payable June 15, 1942, to 
stockholders of record at the close of 
business June 5, 1942. 


Heads Branch Store 


Boston, Mass.— Max Fishman, for 
several years buyer of shoes, hats and 
men’s furnishings at the Continental 
Company, a subsidiary of the William 
Filene’s Sons Co., has been put in 
charge of the Filene branch store in 
Portland, Maine. He has been succeed- 
ed at the Continental store by David 
Goldberg. 
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REMOVABLE SPIKES 
MOCCASIN TOES 
COLOR COMBINATIONS 


Price $3.60 

Send for New Cataleg 
THE ARNOFF 
SHOE CO., INC. 
101 Duane St. 


Style #2165 
New York, N. Y. 
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Marr Made Comptroller of 
W. L. Douglas Shoe Co. 


BrocKToN, Mass.—The appointment 
of John Marr as comptroller, head ac- 
countant and office manager has been 
announced by the W. L. Douglas Shoe 
Company. Mr. Marr, who attended 
Northeastern University, in Boston, 
and served in the American Navy dur- 
ing the first World War, was at one 
time with the Gillette Razor Company 
and later with the Parker Holmes Shoe 
Company. For five years, also, he was 
connected with the Federal milk mar- 
keting administration, directing a 
group of field auditors working in 
New England creameries. 
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Echoes of California 
Convention 


SAN FRANCISCO, CAL.—The 1942 con- 
vention of the California Shoe Retail- 
ers’ Association was one of the: most 
successful in recent years, both in at- 
tendance and interest shown. The dis- 
play rooms in the St. Francis Hotel 
were crowded with buyers, and many 
distributors said they had completed 
their sales quota for this year. 

At the retailers round table luncheon 
on May 26th, president Bill Allen, of 
Porterville, urged each member to se- 
cure a new association member during 
the coming year. Chairman Charles 
Kushins urged stock control and prep- 
aration for shoe rationing; keep liquid, 
he said, and don’t try to make a lot 
of money but stay in business. Topics 
discussed were: holiday goods; gifts; 
effect on shoe sales of the gas and 
rubber shortage; rationing, whether on 
cash or unit basis; comfort in shoes 
without sacrificing smartness; effect of 
credit restrictions on shoe sales; the 
desirability of slower-moving shoes, 
since P.M.’s today may be valuable in 
six months, multiple sales from war 
workers who have money to buy the 
luxuries they never had before, espe- 
cially fancy shoes. 

One veteran salesman said merchants 
were buying a larger percentage of 
better shoes than formerly. Women, 
it was said, will cling to high heels 
as long as they can get them. Cocktail 
shoes take less leather because colored 
scrap leather can be utilized. Small- 
town stores must give better service 
to prevent women shopping in larger 
towns. 


Riley to Speak at Meeting 

ROCHESTER, N. Y.—Assignment of 
Paul Riley, well known New York shoe 
man now associated with the Shoe Price 
Division of OPA, to speak at the annual 
meeting of the New York State Shoe 
Retailers Association at the Onon- 
daga Hotel, Syracuse, Sunday, June 14, 
has been made by A. G. Antolini, as- 
sociate regional price director. Because 
Mr. Riley is an experienced retailer and 
familiar with every detail of the regu- 
lations affecting price ceilings on foot- 
wear in this region, he is said to be ex- 
ceptionally qualified to answer ques- 
tions which will be asked by retailers, 
shoe manufacturers and salesmen at 
this important meeting. 

John Slater, chairman of the board 
of directors, has issued a call for its 
meeting to be held on June 14 when 
legislation and other matters will be 
considered. It will be followed by the 
Past President’s Dinner and the open 
forum meeting. 

The address by Mr. Riley, in which 
he will explain just what retailers can 
and cannot do under the new regula- 
tions, will precede questions concerning 
individual problems. New officers will 
be elected for the coming year. This 
meeting will take the place of the 
three-day gathering which was sched- 
uled for Buffalo. Although the associa- 
tion is not sponsoring exhibits at Syra- 
cuse, many salesmen will have their 
lines on display, and Sunday morning 
and evening will be devoted to their 
inspection. 





Guest and Officers at California Meeting 


San Francisco, Cal.—Miss Tove L. Petersen, fashion and training director of the 
Emporium, left, W. Russell Werner, vice-president of the California Shoe Retailers’ 
Association, center, and H. A. Ballentine, one of the board of directors, at the 


luncheon 


of the annual convention, held here last week. Miss Petersen 


spoke on ing Shoes—The Fashion and Training Program for 1942. 
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Shoe Club Promises Big 


Evening at Annual Dinner 

New York—The Shoe Club’s open 
dinner meeting, to be held Tuesday 
evening, June 9, at the Hotel McAlpin, 
will be a “triple feature” affair, ac- 
cording to Miss Minna Morganstern, 
secretary. 

Beginning at 7 P. M., the meeting 
will feature the installation of new 
cfficers and directors elected at a pre- 
vious meeting, followed by Dr. L. M. 
Birkhead, founder and national direc- 
tor of the Friends of Democracy. 

Dr. Birkhead has made a close study 
in recent years of the propaganda tech- 
niques of Europe’s totalitarian states 
and, recognizing the close link between 
certain forces in this country and these 
European dictatorships, he became one 
of the most articulate defenders of 
American democracy. Through his 
writings and lectures in all parts of 
the United States on the problems fac- 
ing our democracy he soon became 
recognized as one of the nation’s 
foremost authorities on anti-American 
“isms.” His talk at the Shoe Club meet- 
ing promises to be both interesting and 
instructive. 

Following Dr. Birkhead’s talk there 
will be light entertainment. 

It is advised that all those planning 
to attend the meeting make their reser- 
vations early through Miss Morgan- 
stern at club headquarters at the Hotel 
McAlpin. Tickets are $1.75 a person. 


Dealers Pleased with 
Joyce Ration Program 

Los ANGELES—Miss Mary Thacker, 
of Joyce, Inc., has recently completed 
a swing around the Middle West and 
reports that she found dealers in that 
area pleased with the Joyce Ration- 
All program and ready to co-operate 
to the fullest extent. Reports received 
here indicate that the same spirit is 
being shown everywhere. 

The Ration-All program is an allot- 
ment plan based on the Joyce factories’ 
total production potential during the 
July-December six months’ period. Tak- 
ing a peak period in 1941 as a base, 
the firm figured each customer’s pro- 
portion of the total dollar volume pro- 
duced and divided this proportion into 
the estimated pairage output for the 
1942 period to arrive at the number of 
pairs to which each account was en- 
titled. The program will operate on 
a 30-day basis. Sizes received Septem- 
ber 1 will be shipped during October. 
Co-operation of customers is asked in 
avoiding peaks and valleys in produc- 
tion and shipping. 


New Shoe Store Opens 


Monroe, La. — J. B. Pickens has 
opened one of Monroe’s finest shoe 
stores and newest men’s haberdashery, 
located at 211 DeSiard St., with mod- 
ern fixtures and well arranged interior. 
The new shop specializes in men’s and 
boys’ furnishings. 
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He Had an Itching Foot 


Denver, Colo.—When Harry E. Fontius, 
ill, son of Mr. and Mrs. Harry E. Fon- 
tius, Jr., decided to see the world with 
an imaginary playmate, it*was Harry E. 
Fontius, Sr., who found the three-year- 
old two miles from home after a two 
hours’ absence. Mr. Fontius is Harry's 
grandfather and a_ well-known shoe 
man. Little Harry, who was found play- 
ing on the lawn of an apartment house 
while his family was searching franti- 
cally for him, had a late breakfast when 
he got home. For the family, however, 
it was a jubilee banquet. 





Curtis Maintains Civilian 
Shoe Deliveries 


Boston, Mass.—Shoe retailers visit- 
ing the Curtis exhibit at the Boston 
Shoe Fair this week expressed gratifi- 
cation over the uninterrupted deliveries 
of Curtis civilian footwear, particularly 
at a time when production of U. S. 
Navy shoes has reached a high peak at 
the Curtis plant in Marlboro, Mass. 

In 1940 the Curtis Shoe Company en- 
tered into its first dress service sHoe 
contract in the present world emerg- 
ency, and set up schedules of produc- 
tion of both eivilian and government 
footwear, with plans for the necessary 
expansion of plant and personnel to 
care for whatever increase in demand 
might follow. As new contracts have 
come along, the company has substan- 
tially increased its output of govern- 
ment footwear, but with no reduction 
in civilian production. This is the 
fourth successive generation of the 
Curtis family to be active in the pro- 
duction of both service and civilian 
footwear during wartime. 


Correction 

Nashua Slipper Co., of Lowell, Mass., 
is carrying in stock in men’s and boys’ 
sizes its well known line of Moc-Abouts, 
camp moccasins with lock-stitched rub- 
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ber orthopedic soles made by a patented 
flexible process. In a recent advertise- 
ment in Boor AND SHOE RECORDER, 
it was erroneously stated that Moc- 
Abouts were carried in sizes for men, 
women and boys. Louis Chedekel, 
of Nashua Slipper Co., states: “We do 
not make any women’s, misses’ or grow- 
ing girls’ camp moccasins at the pres- 
ent time, but are confining our mocca- 
sins output to the men’s and boys’ ex- 
clusively until further netice.” 


Comply with Credit 
Regulations 


GREENSBORO, N. C.—In order to com- 
ply with the new Federal credit regu- 
lations, Greensboro shoe dealers and 
departments will close their books 
promptly at the close of the calendar 
month, instead of on the 25th or 26th 
as at present. June statements will 
also have enclosed an explanation of 
the credit regulations and a plea to 
customers to aid the Government by 
cooperating in this effort. 








POSITION WANTED FOR SALE WANTED TO PURCHASE 


HOE BUYER AND MANAGER with eighteen ‘OR SALE: 3000 Pairs of High Grade Ladies’ mt 
years’ experience. Address #532, care Boot Shoes. Nationally advertised brands; new BUYERS OF 
& Shoe Recorder, 100 East 42nd Street, New styles. Send for size sheet and samples. W. MANUFACTURERS—RETAILERS 
York, N. Y. M. SHAFER, BOX 604, LANCASTER, KY. SURPLUS STOCKS 


FOR SALE We buy for cash surplus or complete shoe stosks. 


> Branded or unbranded. Generous prices. 
EXCLUSIVE RED CROSS SHOE STORE ¥ Write, wire or phone. 


for sale in New Jersey, or will take a 
HELP WANTED partner; about $10,000 cash’ needed. Address BARSH & CEASAR 
#544, care Boot & Shoe Recorder, 100 East 19 N. Fourth St. Philadelphia, Pa. 
42nd Street, New York, N. Y. Phone Market 1666 


WANTED NIQUE ADVERTISING PROGRAM 
proven highly successful in town of 20,000 


ADVERTISING MANAGER at cost of less than 50¢ per day. Send stamp for WE BUY 


details, “Jingle Service,” 621 Locust Street, Saties om ine _ Wheieeale and Retail 
a : : ' . 80 
High = shoe equg nyo Charlottesville, Veo Walk-Over, Plorahel, hans dette, 
seasoned young e¢ man ‘oO Read ac OUR Adrian Foot X-Ray Machines; Closing ty, Arch ressrves, Queen uality, 
tive department. Position requires out: priced to sell $115.00, $175.00, $220.00 toutngs, Gteessn, Red Cress, Nuse-Bush, Ute. 
keen merchandising sense; creative and $400.00; F.O.B. Los Angeles. Write: IRVIN RUB? N 
ability on copy; retail and dealer pro- Zinke’s, 3854 Wilshire Boulevard, Los Angeles 89 Reade St., Cor. Charch in 

s 7 : : 7. fer sie 
motion; and thorough knowledge of OPPORTUNITY: Retail Shoe Store, Men’s awn ote.o> etek dene tha ce . 
production. Please make a complete and Women’s, $2.98 to $6.85 in 300,000 
statement of qualifications and experi- Ohio City. One Million Dollars yearly retail shoe 


: . i business in the block; Rent $40.00 per month; 
ence in first letter, state starting sala sdemn- 30 Sock fvemt, 160 Sect. duet; tecwen ban SELL YOUR 3 pines STOCKS 


ry desiréd, and enclose a photograph. been retailing shoes over fifty years. War has KIRSCH-BLACHER CO.. INC 
disrupted management. Will sacrifice. Price - ee : 
Address 545, care BOOT & SHOE RECORDER $4,000—half cash. balance financed. Fixtures established 1915 

100 East 42nd Street, New York, N. Y. alone would cost $3,000 to replace today. Will We buy surplus or complete stocks of shees 
sell without stock for $1,000 cash. Address from retailers, jobbers and manufacturers. 
#546, care Boot & Shoe Recorder, 100 East Visit our new warehouses 


42nd Street, New York, N. Y. 108-110 Duane Street, New York 
. 


HOTELS = == Phone: WOrth 2-5377 and 5378 and 5378 

Travelers to Cooperate SHOE STORES WANTED 

In Freedom Week FOR CASH 

Men's, women's, children’s shoes retailing 
Detroit, MicH.—Whole-hearted . co- from $5.00 and up. Short term leases as- 

operation with the idea of “Freedom amet, Wty & eames 

Week,” proposed by Boot AND SHOE 

RECORDER, has been voted by the ; 

Michigan Shoe Travelers’ Club, and Guasuss seprensss 68 veguee 

steps are now being taken to make it 

a move that will be acted upon coop- 

eratively by other important civic and CA ~ ll 

patriotic groups throughout Michigan | | Tor Baie $tc4 oF dima'ta depose of 

6ey ] ill Wi d 39 as well as in Detroit itself. them. We can use any quantity and 
t's an mad... Leadership in spreading the move is pay the highest prices. 


NorFoLtK, VA.—A _ shoe salesman | befhg taken by Moe Cantor, secretary stint tana ay Rn ed Pa. 


rates a medal as the unsung hero of | of the travelers, who said, “I think the Phone Lombard 2062 
Norfolk’s war bond drive. Where an | Recorder has something very timely 
un-announced air raid warning drove |#"4 important. We should and will 


dozens of people off the street and into plan to work it out in detail with pa- 


his store recently, he brought out a eens oF mote shape a big parade Store Reorganizing 
little box of war savings stamps and Through Mr. Cantor’s activities, it is ELKHART, IND.— The Boston Store 


proceeded to sell everyone in the store | being presented to the Detroit Board | here is conducting a reorganization sale 
at least one of them! He asked that | of Commerce and to the public through | due to the fact that the owner, Irving 
his name be withheld. various newspaper contracts. | Horowitz, is going into the Army. 































































































CLASSIFIED ADVERTISING RATES 

The rate for "Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 

The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 

Classified advertising is payable in advance. 

® Advertisements for this page must be in our New York Office on Friday of the week preceding publication & 
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Tie Shoes in with 
Sports Clothes 


“Cuicaco, ILL.— Showing how play 


shoes can be tied in effectively with. 


sports apparel, Marshall Fieid & Co. 
recently featured a large advertise- 
ment combining play shoes with sports 
clothes. The advertisement featured 
swim apparel and play suits and also 
“Sun-And-Sand Shoes” which are sold 
in Leisure Square. Leisure Square is 
a section set aside in the main shoe 
department on the fifth floor and de- 
voted entirely to play shoes and other 
leisure footwear. Legend on the pro- 
motion read, “They match your spirits 
—if you choose them from the gay col- 
lection on our fifth floor. We've every 
kind and color imaginable—for every- 
thing you might do in the hours you 
relax, and for the many hours you re- 
lax with work in the yard.” 


Concentrating Business 
In One Store 


RocHESTER, N. Y.—Park Sons, Inc., 
has discontinued the shoe department 
it has operated at the Gravin’s clothing 
store in Main Street East, and all of 
the Park firm’s Rochester shoe business 
will be conducted in its other store here 
at 46 East Avenue. 

Ernest R. Park, former president of 
the New York State Shoe Retailers’ 
Association, and Charles Park, mem- 
bers of the firm, are sons of Ernest N. 
Park, prominent Syracuse shoe retail- 
er, who has twice been president of the 
state association. 

Harry Harrington, who was in the 
shoe department at Gravin’s, has been 
made a member of the sales staff of 
Burke’s Bootery, here. 


Completes 400,000 
Flying Miles 

MARION, IND.—On completion of his 
airplane circuit to regional sales meet- 
ings in scattered points of the country, 
Walter C. Roose of the Marion Shoe 
Division of Daly Brothers Shoe Com- 
pany, Inc., passed a total of 400,000 
flying miles. An ardent flying enthu- 
siast, Mr. Roose has worked to make 
the city of Marion more air-minded, 
and recently helped arrange a meeting 
of the Kiwanis Club with Col. Roscoe 
Turner as speaker. His wife has kept 
all of his flight logs and now has about 
400 of them, some including accounts 
of forced landings. 


Reopens with New Stock 


GREEN Bay, Wis.—Clabots Shoes, 211 
North Washington St., damaged by fire 
a number of weeks ago, has been com- 
pletely redecorated and stocked with 
new shoes for men, women and children. 
In announcing’ its reopening, the store 
asserted it was presenting “the largest 
stock ever offered over our name.” 
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John Elve 


NeEwaRK, N. Y.—John Elve, prom- 
inent shoe retailer and member of the 
firm of Elve & Combes with which he 
had been associated 47 years, died re- 
cently, after a heart attack that came 
as the climax of several weeks’ illness. 
He was 64, 

In a recent Boot and Shoe Recorder 
article, Mr. Elve explained how the 94- 
year-old-store kept step with changing 
times; of methods which made it a con- 
tinuing success, and of a policy of 
friendliness which had brought co-oper- 
ation from competing chain shoe 
stores. 

Mr. Elve was born Feb. 15, 1878, and 
in 1895 he came to Newark and entered 
the shoe business, serving first as a 
clerk with Fortmiller & Proseus, then 
entering the firm as a partner. Later 
he was to form a partnership with Ray- 
mond Combes, who was with the firm 
34 years. 

He took an active part in civic af- 
fairs and evinced keen interest in meth- 
ods for improving the retail shoe busi- 
ness. He was a member of both the 
National Shoe Retailers’ Association 
and the New York State Shoe Retail- 
ers’ Association, as well as the Newark 
Lodge of Masons and the Lions Club. 

On Sept. 29, 1915, Mr. Elve was mar- 
ried to Miss Edith A. Deming of Ro- 
chester, who survives. Also surviving 
are a daughter, Mrs. Dorothy Tom- 
baugh, Los Angeles, Cal.; two sisters, 
Mrs. Anna VanLare, Ontario Center, 
and Miss Mina Elve, Newark; and a 
niece, Mrs. Abram Porrey, Ontario 
Center. 

The funeral was held from his home 
at 115 Bartle Avenue, with the cere- 
mony conducted by the Rev. Willis R. 
Sanderson of Park Avenue Presbyte- 
rian Church, of which Mr. Elve was a 
member and former elder. Burial was 
in Newark Cemetery. 


Zack Montgomery 


FRANKFORT, Ky.—Zack Montgomery, 
44, former executive of the new defunct 
Hoge-Montgomery Shoe Company, here, 
and a Marine Corps officer in the first 
World War, died at his home recently 
of a cerebral hemorrhage. He was a 
sergeant in the present Frankfort Ac- 
tive Militia Company. 

His widow, two brothers, Frank and 
James Montgomery, and his mother, 
Mrs. James F. Montgomery, survive. 

Funeral services were at the Rogers 
Funeral Home. 


Frank M. Field 


Spencer, IND.—Frank M. Field, 86 
‘years old, for many years a shoe sales- 
man and widely known in this section 
of the state, died at his home here, re- 
cently, following a long illness. He 
belonged to the Christian church and 
the Masonic lodge. He is survived by 
a daughter and one granddaughter. 
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IF you are an executive, a junior 
with 


executive, or a person good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 

It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

lt teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 


Write today for the free booklet 
. . + it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 














Joseph K. Orr, Jr. 


ATLANTA, GA.—Funeral services for 
Joseph K. Orr, Jr.. 55, former vice- 
president of the J. K. Orr Shoe Com- 
pany, were held recently with inter- 
ment in West View Cemetery. A na- 
tive of Columbus, Ga., Mr. Orr gradu- 
ated from the University of Georgia 
and entered his father’s firm as vice- 
president, remaining with it until the 
firm was sold out to the General Shoe 
Corporation four years ago. 


Shoe Man’s Son Listed 
As Missing 


Erie, Pa.—Lieut.-Commander Denys 
Knoll, 35, and his cousin, Charles J. 
Weschler of this city are officially listed 
“missing”’—either killed or taken pris- 
oner by the Japs in the heroic defense 
of Corregidor. The latter is the son of 
Charles L. Weschler, head of the well- 
known retail shoe store of Weschler Co., 
Inc., and Mrs. Weschler. Both of the 
young Naval officers have a host of 
friends here. 

In a communication received from 
the Navy Department the families were 
informed that they were serving their 
country in the Manila Bay area, and 
that, since no word has been received 
of the injury or death of either, they 
may have been prisoners of war. 

The message says it may be months 
before definite official information con- 
cerning their status can be obtained. 
Meanwhile, as inquiry is continued, 
they will be carried on the rolls as 
missing. 





“Britain Delivers 
The Goods" 
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KIWI STAIN SHOE POLISH 


and you will be amazed at the 
large number of repeat calls you 
will receive for this QUALITY 
leather preservative. A FREE 
regular size container of KIWI 
and full particulars including 
data on the “KIWI SILENT 
SALESMAN” will be sent upon 
your request. 


LYONS & COMPANY 


122 DUANE ST., N. Y. C. 
SELL KIWIi — AND BE SURE 





Record Attendance at 


Portland Convention 
[CONTINUED FROM PAGE 31] 


they will be compelled to watch their 
price tags and bookkeeping carefully 
to give customers full details specifying 
the March price ceiling. 

New officers elected at this conven- 
tion are: president, Frank Slasor, 
Cantilever Shoe Store, Seattle; vice- 
president, George Bitzer, Southwood’s, 
Portland; treasurer, Ward Brazelton, 
Brazelton’s Shoes, Portland; secretary, 
Norman Klasgye, Stetson Boot Shop, 
Seattle. Directors elected for two- 
year terms were: I. A. McDowell, 
Albany, Ore.; George Bitzer; Will 
Harbke, Portland; Harry Powell, Eu- 
gene, Ore.; George Arbuckle, Salem, 
Ore.; Norman Klasgye. 

Ample entertainment was provided 
including a stag dinner by the trav- 
elers and the usual dinner dance and 
golf tournament. Attractive prizes 
were contributed by the manufacturers 
and the association. 


Offer Re-Building Service 


Boston, Mass.—The Coward Store 
here is asking customers to bring in 
worn shoes and have them re-built over 
the lasts on which they were made. A 
similar re-building of shoes in the fac- 
tory was practised during the Weeta 
War. 
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ARNOFF SHOE CO., INC., New York City 
BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa. 
BELLAIRE SHOE CO., Portland, Me. 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 


EDWARDS, VINCENT, & CO., New York City 
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GOODWILL SHOE CO., Holliston, Mass. 
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GREEN SHOE MFG. CO., Boston, Mass. 
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For want of some oil WAS a machine is down, 


For want of a machine the operator BR is “down”, 


For want of his work production is down, 


— 


“Ze 


For want of production worker and factory income 


is down ... And all for the want of some oil. 








Regular attention to proper lubrication is an 
important step toward freedom from factory 
tie-ups, more economical operation and vital 


CORRECT LUBRICATION 
REPAYS WITH... 


e Reduced wear and breakage 
hin e More continuous production 
chine parts. 

e Reduced power consumption 


To get the best results from lubrication, make e Smoother running machines 
it a systematic practice —and most important e Better work 

of all, use only specialized industrial lubricants 
especially suited for shoe machinery. 


today — protection and conservation of ma- 











Ask the “United” representative to help you 
determine the lubricants you need for the 
protection of the machinery in your factory. 


BAC TAKE GOOD CARE OF WHAT YOU HAVE 


Oil is Ammunition! Prop- 
erly used, lubricants will 
help monvfacturers get 
the greater production 
and longer wear, so vitol 
in these critical times. 
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